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For the man who 
wears the best 


No. 280 Brown 
No. 282 Black 


x 


IN STOCK 








For the man who 
wears the best TECK Last 
me ro Black Campus Melo Grain—has 

that winter look with a sum- 
mer feel. Sturdy '/2 Double 
Teeple Treated Soles, 
Leather Heels. Stocked 
sizes to 12 A, B, C, D. $3.15 

IN STOCK 

For the who M4 

wears the bet | L&EPLE Quality 


BARON Last 


Campus Melo Grain—with 
Barbour Stoutwelt Double 
Sole effect—but flexible— 
Leather Heels. Stocked 
sizes to 12 A, B, C, D. $3.15 

















For the man who 
vears the best 


No. 271 Brown 
No. 273 Black 


x 


IN STOCK 


BARON Last 


Kiltie Melo Grain — with 
Gusset tongues, Barbour 
Stoutwelt Double Sole ef- 
fect—but flexible. Stocked 
sizes to |! A, B, C, D,.$3.15 











For the man who 
wears the best 


ik No. 667 Brown 
No. 669 Black 


; 
i fe £5 - ry e 4 


IN STOCK 











TECK Last 


Kiltie Melo Grain—Barbour 
Stoutwelt Double Sole ef- 
fect, but flexible. Stocked 
sizes to 11 A, B, C, D. $3.00. 
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VOICE of the TRADE 


EPOCHAL events in leather mak- 
ing! 

Adam and Eve clothed themselves 
in skins. (Genesis 11-21.) 

A pre-historic man accidentally 
discovered that the bark of trees 
would tan hides. (A legend.) 

A savage, using a stone knife, 
cleaned the grain and the flesh side 
of a hide, and so made better 
leather. (Cave men days.) 





Samuel Parker of Newburyport, 
Mass., invented a machine for 
splitting a hide so that two thin 
pieces of leather were had from 
one thick piece. (About 1800.) 

William Rose, “the father of the 
American morocco leather indus- 
try” began business in Lynn, Mass., 
in about 1800. 

Seth Boyden of Newark, N. J., 
patented the American process for 
making patent leather. (1826.) 

Perkin discovered aniline dyes, 
extracted from coal tar, which en- 
abled tanners to dye leather in a 
multitude of colors. First patent 
taken out in 1856. 

Foerderer of Philadelphia de- 
veloped the Schultz chrome tan- 
ning process, sometimes called the 


mineral tanning process to dis- 
tinguish it from the vegetable tan- 
ning process. (About 1886.) 

The Vaughans and others, began 
to build machines for de-hairing 
and fleshing, (cleaning the flesh 
side of hides). (About 1890.) 

‘Output of leather and leather 
goods rose to a total of about two 
billion dollars in 1929 in factories 
of the United States. 


* coe * 


ERNEST C. BLACKWELL, vice- 
president and sales manager of the 
Spaulding Fibre Company, Inc., 
returned to this country from 
abroad with the feeling that, 
despite all the problems being 
faced by industry in France and 
England, conditions in the latter 
country, at least, have definitely 
improved. “There is,” he says, 


IM FEELING 








“much building in the industrial 
sections of England and in the 
mining sections as well. All the 
retailers I talked to feel very 
optimistic.” 
* * * 

E. C. MELDMAN of Milwaukee, 
Wis., says: 

“The purpose of the pledge re- 


Page |! 


garding the sale of children’s shoes 
is a noble one. In all the contro- 
versy that the word ‘prohibit’ 
aroused, it seems that the purpose 
of this pledge—to help business 
second and children first—appears 
to have been forgotten. Let’s think 
of the children! With the removal 
of the word ‘prohibit,’ the pledge 
becomes a beautiful ovation to 
ethics without a mite of meaning. 





“To those shoe men to whom the 
immediate ring of the cash register 
is of greater importance than the 
building of the future, while Amer- 
ica’s children suffer, the pledge will 
never be binding, regardless of the 
wording. To the majority of shoe 
men, the sincere ones, the pledge 
is only a reminder to continue their 
good work. To those ‘on the fence’ 
may we say that being an acces- 
sory to a ‘misfit’ is as criminal as 
wanton misfitting. 

“The feet of many of America’s 
children continue to suffer through 
well-intentioned, but not well-in- 
formed mothers. The shoe man 
must not shirk his duty. Let’s think 
of the children—they’re depending 
on us!” 










































































Page 12 


SOME clerks who fit shoes to 
feet that Winter in warm climes, 
and spend the rest of the year at 
northern Summer resorts, say that 
these feet are increasing in width 
from the long-wearing of sandals 
and loose-fitting shoes; and they 
speak of this as the “Florida 
spread.” 

Besides, it’s an old story that 

the feet are a trifle larger in hot 
weather than in cold; and so a 
presumption that if people spend 
most of the year in temperatures 
of 70 and more, their feet are a 
trifle larger than they would be 
if people spent part of the year 
in localities where the thermometer 
drops to freezing point and below. 
Will this mean more wide widths 
and less narrow widths from now 
on? 
BAVID COWEN of the Flagler 
Shoe Company in Tampa, Florida, 
says: “We have been watching the 
pro and con in discussion of the 
‘PLEDGE OF SERVICE’ in fitting 
children’s shoes. 

“We operate the ladies’, men’s 
and children’s shoe departments in 
this store, and from our experience 
we would state that, while we ad- 
mire your determined stand on the 
word ‘prohibit,’ we are firmly of 
the opinion that the word ‘dis- 
courage’ would fit the needs better 
for the large percentage of the shoe 
stores and departments which place 
stress on fitting in the sale of shoes. 

“We believe that the use of this 
word would be almost as effective 
in its influence upon the public to 























induce that public to have its chil- 
dren’s shoes fitted. At the same 
time it would not be responsible 
for the loss of sales to other less 
conscientious stores, which would 
result if the harsher texm were used. 

“What we are interested in, of 
course, is to create a great deal of 
publicity to stem the trend of chil- 
dren’s shoe purchases from those 
low-price general mercantile stores 
that sell over-the-counter a pair of 
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—National City Bank of New York 
presents a report showing that a 
group of 285 industrial corpora- 
tions menst = net oon 
a ximat 554,000, or 
the first halt of this year. 

—Or an increase of 62.6%, over 
$341,000,000 profits in the first 
half of 1935. 

—And chances are that profits for 
the second six months of this year 
will exceed the first half. 

—lIt's true that not all businesses or 
business groups are profiting in 
like proportion. 

—Industries favored by unusually 
heavy demand, such as Railway 
Equipment, Machinery, House- 
hold Goods, Building Materials, 
Automotive and Petroleum are 
making the best showing. 

—But a “natural” recovery is under 
way and, barring unforeseen ac- 
cidents, all business should move 
forward during the next year or 
two at least. 


a a 


President 





shoes as they do a tube of tooth- 
paste. We believe that aim will be 
served by the use of the milder 
term. It’s just a question of getting 
enough publicity. And, of course, 
by using the word ‘PROHIBIT’ the 
retailer is ‘put on the spot.’ 

“So put us down for ‘DIS- 
COURAGE.’ ” 
€. C. STUBBS, who sells shoes 
for men and boys in Plainview, 
Texas, says: 

“Just as a passing thought, on 
the ability of the independent to 
compete with the chain, in this 
drought-stricken section where the 
people are naturally the most eco- 
nomical and the hardest fighters 
for quality at a price that you will 
find anywhere, we recently had an 
analysis made of the business of 
the town by a person who had no 
connection with any of the stores 
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and no one knew what he was do- 
ing, or what his object was. That 
analysis shows—First, we get near- 
ly double the customer traffic. 
Then—out of every four persons 
who enter our store we sell a lit- 
tle better than two of them some- 
thing before they go out. The 
chain’s record is but one of four. 

“As far as quality is concerned, 
we give the customers better qual- 
ity for the money than they do, and 
on the basis we are doing business, 
we have no fear of competition 


from this chain store or any other.” 
* * * 


SOME thirty-two representatives, 
engaged in cooperative extension 
work in agriculture and home eco- 
nomics in the state of Utah, ad- 
dressed and signed a petition to 
Herbert N. Lape, chairman of the 
National Shoe Fair, as follows: 


“We the undersigned, representing the 
rural women and farm families of the 
intermountain region attending the Sec- 
ond Consumers Conference of the Utah 
Extension Service, respectively urge that 
greater attention be given to the sub- 
ject of shoe grades and standards. Alsv 
that definite factual information intel- 
ligible to the consumer be made available 
similar to that now available for sheets 
and yardage goods. 

“We request that specific grades and 
standards be set up and stamped on the 
shoe lining concerning: (1) QUALITY 
(whether full leather, a composition, etc., 
and where used). (2) CONSTRUCTION 
(whether welt, McKay, cement, stitch- 
down or turned). 








“Definite grades and standards would 
greatly simplify consumers buying prob- 
lems and would assist them in obtaining 
better service and ‘satisfaction for the 
money spent. We believe this would be 
of benefit to both the consumer and pro- 
ducers; therefore, we urge that this prob- 
lem receive your earnest consideration 
and that definite action be taken.” 

These home agents serve in an 
advisory capacity to the rural com- 
munities, under the cooperation of 
the Utah State Agricultural College 
and the United States Department 
of Agriculture. 

It looks to us like a back-coun- 
try build-up for the return of pure 
shoe laws. 
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A.B. COHEN, vice-president and 
general manager of the United 
States Shoe Corporation of Cin- 
cinnati, writes: 

“I believe this poem should be 
read by every good merchant and 
his clerks; it has so much to do 
with building a business. I can 
see a great lesson in the contents 
of it as I firmly believe the suc- 
cess or failure of any business de- 
pends so much upon the clerks 
who are in direct contact with the 
customer and are the ambassadors 
of good will, thus cementing a 
greater friendship between their 
organization and the customer.” 


wile Se 
Yay 


wan 





GOOD BUSINESS 
By Edgar A. Guest 


“If I possessed a shop or store 

I’d drive the grouches off my floor, 

I’d never let some gloomy guy 

Offend the folks who came to buy; 

I'd never keep a boy or clerk 

With mental toothache at his work, 

Nor let a man who draws my pay 

Drive customers of mine away. 

I’d treat the man who take; my time 

With courtesy and make him feel 

That I was pleased to close the deal, 

Because tomorrow who can tell? 

He may want stuff I have to sell 

And in that case then glad he'll be 

To spend his dollars all with me. 

The reason people pass one door 

To patronize another store, 

Is not because the busier place 

Has better shoes, or gloves or lace, 

Or cheaper prices, but it lies 

In pleasant words and smiling eyes; 

The only difference, I believe, 

Is in the treatment folks receive. 

It is good business to be fair, 

To keep the bright and cheerful air 

About the place and not to show 

Your customers how much you know; 

Whatever any patron did 

I'd try to keep my temper hid, 

And never let him spread along 

The word that I had done him wrong.” 
* * 


ARTHUR JACOBY of the Rex 
Shoes, Ltd., Piccadilly, London, 
does a superb job of selling shoe- 
trees by enclosing a card in every 
box of shoes delivered to the cus- 
tomer, stating: 

“Thank you for today’s purchase. 
We note, however, from your bill 
that shoe-trees were not included 


in this purchase, so we presume 
you have some at home. In this 
connection we should like to point 
out that shoe-trees only serve their 
purpose to reshape the shoes after 
wear and to avoid bulges in the 
innersoles if they match the last 
on which the shoe itself has been 
made. 

“As we are greatly concerned 
about your being perfectly satis- 
fied with your shoes in the future, 
we venture to ask you to let us 
have a look at those trees which 
you intend to use for the new shoes, 
so as to make certain that the 
shoe-trees are appropriate and do 
not spoil the fit of the shoe. 

“We are not out for selling you 
new shoe-trees if there is no need 
for it. We are, on the contrary, 
prepared to have your old shoe- 
trees fitted up for the shoes which 
you have bought today, at prime 
cost. 

“Our trees are made from the 
original last of the shoe, they are 
of excellent make and extremely 
light in weight. The front part is 
perforated all over, so as to in- 
sure the thorough airing of the 
shoe. Price 7/6 per pair.” 


* * * 


ARTHUR GALE, vice-president of 
the Tradehome Shoe Stores, Inc., 
of St. Paul, Minn., says: 

“As usual, I peruse each issue 


+ ibe 


of the Boot anD SHOE RECORDER 
from cover to cover and lately I 
have been particularly interested 
in the campaign you have been 
running to promote proper fitting 
of children’s shoes. 

“I think this idea is a good 
one, particularly inasmuch as it 
is a step toward educating the 
public on the folly of buying chil- 
dren’s shoes in such places as dol- 
lar stores (where the size for the 
children’s feet depends on the eyes 
of the parent and the unqualified 
judgment of a young sales girl).” 


* % * 


THE following interesting test is 
a test of the sharpness of your 
vision. 

Scrutinize carefully the follow- 
ing sentence and state how many 
F’s, either large or small, it con- 
tains. 

“Our Famous Foot Fitting is the 
result of scientific study combined 
with the experience of years.” 

Referring to a similar test The 
Outlook states: 

“Out of twenty people of intelli- 
gence, not more than two will get 
it right the first time, and a large 
proportion will not find more than 
three after being told there are 
more. Professor Walker, of M. I. T. 
submitted it to seventeen trained 
scientists used to looking for small 
things and sixteen failed. 


Lemmas oS os rat 


"See, | advised you against taking that 8AAA." 
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TO begin with, a last is a certain form shaped in 
accordance with a table of measurements scientifi- 
cally worked out and, by experience, made to 
conform with, and fit the human foot, especially 
at certain well defined points, such as toes, ball, 
waist, instep, ankle and heel. 

The making of the last, and the selling of shoes 
made over the last, are two very widely separated 
points, between which a great many things happen 
that, unfortunately, are not taken into considera- 
tion either by the purchaser of the shoes or the 
salesperson selling them. These are so numerous 
and varied that a series of discussions could be 
indulged in that would consume considerable time, 
so will only mention certain high lights. 

The important things to bear in mind are as 
follows: Last, Pattern, Heels, Materials, Customer’s 
Peculiarities, Condition of the Feet to be fitted, 
Purpose for which shoes required, Eye Appeal, 
Price. 

An experienced salesman should know from 
sight, and from practice fitting, just about how 
a last will fit an average foot, for some lasts that 
seem to run long on some feet will, on others, be 
the opposite. The variations in feet should be so 
readily discernible to the practical shoe salesman 
as to require no instruction with regard to lasts, 
except possibly those of corrective character, and 
even ‘then this information should be followed only 
in a general way, for after all, just how many 
persons that you sell are really and_ sincerely 
desirous of the proper last? Do not the majority 
want style first? And how true it is, that they 
would positively refuse to purchase should you insist 
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HOW 
TO MAKE 
THE MOST 





FRANK H. BUSH 


that they buy only such type shoes that were correct 
in shape for their feet. If it were otherwise, we 
would only have shoes on the order of those made 
over what is known as the MUNSON last. 

To be perfectly frank and honest, we must admit 
that our customers want style, and only such styles 
as appeal to the eyes of not only themselves but 
their friends and the public, but how true it is 
that, frequently after purchasing such shoes and, 
from wearing, find them uncomfortable or not so 
pleasing in appearance as expected, they then want 
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DURING a recent contest for suggestions as to how business could be increased in the 


Wetherby-Kayser Shoe Co. stores, one of the prize winning ideas was a suggestion to 


hold store general meetings which would include the entire organization. 


In adopting this suggestion, General Manager Frank Bush felt this would be a 


most opportune time in which to familiarize all connected with the stores’ organization 


with the new Fall merchandise; to tell them the reasons why this specific merchandise 


was bought and how it could be sold. His story was as follows: 


OF FALL SHOE BUSINESS 


to place all the responsibility on the store and sales- 
man, and it is really amazing the number of things 
they try to claim are wrong with the shoes. 
However, remember that the last, as a rule, is 
solid, the foot is not. The last has no corns, 
bunions, toe nails or callous places; the last is 
the same size at night’as in the morning, also the 
same in both cold or hot weather, and which is 
certainly not true of the foot; neither has -it a 
fickle mind or a deceiving eye, and is not vain. 















































by FRANK H. BUSH. 
WETHERBY-KAYSER SHOE CO., Los Angeles, Calif. 


The higher the heel a last is made to carry, the 
shorter should be the length from back to ball, and 
the lower the heel, the longer is this space. Should 
the toe be narrow, then the last should be longer 
from ball to end of toe; the broader the toe, the 
shorted this space—consequently, size 6A in a round 
toe high heel is actually shorter by straight outside 
measurements than 6A in either a high or low heel 
pointed toe last. Furthermore, size 6 in a wide 
width is longer than the same style last and size 
in narrow widths. This is done so that all sizes 
and widths will appear to be the same in cor- 
responding proportion, although the variations are 
but slight between such widths as AA and A, yet 
correspondingly greater between AAAA and B, so 
that very often size 6B will be longer or about 
the same length as 7AAAA. 

Patterns have considerable to do with the fit of 
a shoe, for whereas a last may be a perfect fit in 
one pattern, yet when used for a different pattern, 
is very often far from being perfect, nevertheless, 
the last is absolutely the same in both cases, and 
while this is true with regard to pattern, it is also 
true concerning the material from which the shoe 
is made—it being a well known fact to every ex- 
perienced shoe salesman that suede or kid will fit, 
set or conform to the foot differently than will 
calfskin or patent leather, and that satin—in fact, 
any fabric—conforms less readily than any of the 
leathers. 

Heel heights are another thing to bear in mind, 
for the construction of the human body, except for a 
few exceptions, will not, without some discomfort and 
very often severe distress, permit the frequent change 

[TURN TO PAGE 36, PLEASE] 





 Blaek? 
YES 


--- but show 


COLOR to 


every customer 


Black with colored aceent in the 

shoes. The man in the case is obviously 

interested in her dark green pumps trimmed 

with green-stitched black patent. In this cos- 

tume everything else is black except the subtle 

echo of green in the emerald stones of her 
jewelled clip. 


Celered shees to match costumes are at 
their best in dressier types for afternoon wear. 
Both costumes are in wine shades. .The shoes 
at the left are wine suede trimmed with black 
patent. The shoes at the right, worn with the 
Schiaparelli suit, are wine suede with kid. 





Black shoes will sell 

themselves but COLOR 

can create EXTRA 
SALES 


Rho Sana Hester cet PO, 


Roa ateans 


by};RUTH HARRINGTON 
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Illustrations on this page courtesy of Selby Shoe Co. 
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HOW much of your Fall stock did you buy in color 
—as opposed to black and brown? Probably about 
eight per cent, if your figures tally with the general 
average around the country. How much of that eight 
per cent in color will you sell? All of it, if you 
work it right. 

The 92 per cent will more or less take care of itself, 
but that eight per cent calls for special attention. And 
the promotional effort you devote to putting it over 
is time and thought well spent. 

Small as that percentage of color is, it all repre- 
sents extra pair sales. It will keep alive the interest 
in color which is too good for business to let slip. It 
adds zest to your store. It has a plus value way 
beyond its actual numerical importance. 


‘Colored Shoes for Black Costumes 


Black is without question the major color for cos- 
tumes. But black costumes with discreet touches of 
rich color can and should be promoted. The Paris 
openings stressed this thought. Every woman who 
comes in to buy a black shoe for a black outfit should 
be shown a colored shoe at the same time. 

Green, chaudron and wine shoes are all possibilities 
with black, tied in with one or two other actessory 
accents—bag, gloves or belt. When a salesman brings 
a selection of shoes for the “black-minded” customer, 
have him bring two or three of those patterns in 
color. Don’t wait for women to ask for color. Plant 
the color idea with every sale. 

It’s easy enough for the salesman to say “I brought 
this model in green because the pattern looks par- 
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ticularly well in this color.” And then the conversation 
leads on to the suggestion of colored shoes to vary 
the black costume. 

Shoes tied in with fur colors—on black coats or 
colored coats—is another promotional point. There is 
a greater variety of fur trimmings being used this 
year. While the black Persian trimmed coat still 
ranks first, tawny furs and gray furs also figure. 


Shoes to Match Furs 


Dyed moleskin is a highlight in gray furs, sug- 
gesting dark gray shoes. Tawny furs, little cross fox 


‘and red fox, are outstanding for style in the brown 


family. And they suggest the brighter russet browns 
in shoes. You could do an effective window display 
featuring this thought—the furs done in colored 
sketches, or, better yet, in skins borrowed from a 
furrier. 

The use of shell trimmings on hand-bags is an- 
other tie-up with your russet shoes. A bag with a 
shell ornament and a russet shoe is one of these subtler 
color coordinations that are taking the place of too 
obvious matching up of many accessories. 

It is safer—and smarter, to play the shoe con- 
trasted with the costume and allied to an accessory 
accent than it is to feature shoes that match the basic 
costume color. This is particularly true of green which 
is a difficult shade to blend with a coat or suit, in 
view of the great variety of casts of greens in the 
costume picture. Wine reds are safer in costume- 
matching combinations because wine seems to have 

[TURN TO PAGE 32, PLEASE] 


The new Lastex Mesh gores 
give glove fit and a decora- 
tive touch to this interesting 
black suede shoe. 
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DOES THE BUYER 
EVER 


ACKNOWLEDGE 


HIS ERRORS? 


‘ 


@ NCE upon a time an advertising manager strode 
into the office of his boss, a shoe merchant. 

“I’m planning the ads for October,” he said. “What 
are the merchandising problems?” 

The shoe merchant reared back in his swivel-chair 
and glared over his glasses. 

“What was that?” he demanded. 

“I said, ‘What are the merchandising problems for 
October?’” replied the advertising manager without 
batting an eye. 

‘Can it be,” exclaimed the shoe merchant swinging 
aout, “that I have an advertising manager who in- 
quiresint®’ merchandise problems?” 

“You have not,” said the advertising manager. “You 
merely have an advertising man who realizes that 
shoe merchants do not inquire into advertising 
problems.” 


At this the shoe merchant fell into a deep reverie 
lasting nearly two seconds, for he knew that when an 
employee talked up like that that the employee had 
been offered a job by a competitor at a higher salary. 
But he knew also that September, of all the months 
of the year, was the worst in which to break a new 
advertising manager into submission. 

Therefore, when the two seconds of philosophical 
reflection had elapsed he spoke in a hand-turned, 
flexible-arched, rubber-soled voice. 

“You may have a thought there,” he said. 
is advertising?” 

“Good advertising,” answered the advertising man- 
ager, “is telling the public you have what they want 
and that they better come and get it before it’s all 
gone. The best example is when the bugler blows 
mess-call in the army.” 


“What 



















“You surprise me,” said the shoe merchant politely. 
“And bad advertising?” 

“Is blowing the bugle about some lousy buys and 
asking your customers to help you unload.” 

A thin spiral of smoke curled upward from the back 
of the shoe merchant’s neck and floated toward the 
ceiling like a skywriter’s sign. 

“And would it be better,” he asked in deliberately 

spaced words as he slipped some invoices over a 
London tan oxford, “would it be better that the 
merchant eat these unfortunate buys himself? That 
is,” he added carefully, “if he had any?” 
. “No,” the advertising manager replied kindly. “It 
would no doubt be good discipline and would cut 
down on future impulses to set the world a-fire with 
novelties, but most of these buys are entirely too lousy 
for even a shoe merchant to digest.” 

The shoe merchant held himself together with a 
terrible effort. “Then what would you do with them,” 
he managed to whisper. 

“Look,” said the advertising manager patiently. “We 
are not talking about how to sell decomposed turkeys. 
You asked me what advertising is!” With that he 
sat down in the big leather chair reserved for the 
people to whom the shoe merchant was obligated. 

It was now plain to the shoe merchant that the 


YES or NO... 


advertising manager had not only been offered a job 
by a competitor at a higher salary but that the advertis- 
ing manager had accepted the job and was about to 
turn in two weeks notice. But it was also true that the 
coming of October was a stark reality and that there 
were merchandising problems which needed skillful 
doctoring and some which were virtually ready for 
the undertaker. 

The shoe merchant therefore refrained from im- 
mediately slitting the throat of the advertising man- 
ager, as he had been on the point of doing, and decided 
instead to first lay out such a complete schedule of 
ads for October that it would run automatically during 
the period required for breaking in, or rather down, 
a more docile servant. 

Accordingly he attempted to adopt for the moment 
a more conciliatory attitude while accomplishing this 
cunning purpose. But in this he was only partially 
successful for he was a shoe merchant at heart, and 
a good one withal, being known for his merchandising 
ability rather than for his shrewdness. 
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A Timely Fiction Story That Emphasizes Some of the Pertinent 
Problems of Today’s Merchandising 





by MARSH LANTERMAN 


“You're quite right,” he said. “ I asked you about 
advertising. It’s possible I’m lacking there. But you 
must remember,” the shoe merchant here essayed a 
smile which though intended to be deftly sly had 
more the appearance of a cracked plate, “you must 
remember that you came in here to ask me about 
merchandise. And you were right again. ‘This is 
really a shoe business; not an advertising agency.” 

Before the advertising manager could open his 
mouth, and the reply doubtless would have been a 
most ready answer indeed, the shoe merchant con- 
tinued. 

“You asked me about shoes because you know that 
the styles most easy to sell get the best response from 
advertisements. Wishing to be favorably known in 
your line you are on the hunt for easy sellers. You're 
interested first in the success of your ads. After all,” 
he said witheringly, “you’re an advertising manager.” 

The advertising manager seemingly ignored the in- 
sult. “The subject of the meeting,” he said softly, 
“still is merchandising problems.” 

The shoe merchant extended his hands, palms up, 
and shrugged his shoulders ever so slightly. 


-- A FABLE 
IN 
SHOES 





“Let me put it briefly,” said the advertising manager. 
“Do you want to go the hard way in October, or the 
easy way?” 

“Meaning what?” 

“If I blow the bugle in October will we have shoes 
on the shelves that the customers like?” 

“Possibly, yes.” 

“All right then. If it’s as bad as that will we 
have at least enough hot merchandise so that I can 
invite our customers into the store anyway? If I 


do get ’em in, you know, the boys might move some 
of the stuff you’re worrying about.” 
[TURN TO PAGE 32, PLEASE] 
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PERIOD INFLUENCE Seen in 


THERE are so many interesting themes for Fall win- 
dows this season that shoe displays should be unusually 
attractive and display men should experience no end 
of thrills and excitement in producing them. Consider, 
for example, the period fashions, which, no doubt, 
were inspired in a very considerable measure by the 
new interest in historical themes reflected in some of 
the important motion pictures released this Fall, of 
which “Romeo and Juliet,” “Anthony Adverse” and 
“Mary of Scotland” serve as conspicuous examples. 
Against the historical background of these pictures and 
with the fashions based upon them, display men with a 
dramatic instinct can create and have created some 
very beautiful and unusual windows. 

Illustrating this “period” trend in Fall window dis- 
plays are the spectacular promotions of I. Miller stores 
on a group of new shoes featured under the appropriate 
name of “Elizabethans.” This theme has been used by 
the Miller stores both in window displays and news- 
paper advertising. John Wanamaker, in Philadelphia, 
created a whole series of period windows to serve as 
backgrounds for period costumes, emphasizing the 
Napoleonic era, as suggested by “Anthony Adverse.” 
Actual drums used by Napoleon’s armies, statuettes, 


pictures and ornaments of various kinds gave the 
atmospheric and historical background for these un- 
usual window displays. 

There is literally no end to the number and variety 
of beautiful displays that can be developed from the 
several historical periods that have influenced the trend 
of this season’s fashions, and we expect to see a great 
many more windows of this character as the season ad- 
vances. They should not be difficult to plan and carry 
into execution, and they are by no means beyond the 
reach of the average shoe store, either in the matter of 
expenditure or creative ingenuity. Some pictures or 
historical objects that relate to the period portrayed 
in the window will serve sufficiently, provided they are 
used with good taste and discrimination and arranged 
in such a manner as to produce a well balanced, artistic 
display. The shoes that find their inspiration from the 
particular period portrayed in the window can be tied 


An attractive Fall window promotion used 

by WISE SHOE CO., New York, in its Fifth 

Avenue store and showing new styles having 

in common the fashion feature of built-up 
leather heels. 
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Fashion Developments of the Sea- 

son Furnish the Background for 

Some Exceptionally Interesting 
Early September Shoe Displays 


“GO GLAD IN GRAY” was the theme song 

of a whole series of Fall windows by 

“RNOLD CONST ABLE, = Avenue, 

New York. Here’s the way shoes and hats 
were tied into the picture. 


into the display with a clever explanatory caption or 
show card, just as I. Miller has done. 

Another interesting group of early Fall shoes win- 
dows are based directly on some of the important pro- 
motional fashion themes for Fall, as for example, 
various Fall color ensembles and accents. Department 
and apparel stores are especially keen on windows 
of this description. The “Go Glad in Gray” window 
by Arnold Constable, New York, as illustrated here- 
with, is an attractive example of color promotion in 
which the shoe is quite logically featured in conjunc- 
tion with the hat, both being important accent items 
for the gray costume.. This window formed one 

[TURN TO PAGE 47, PLEASE] 


Fall Windows 











I. MILLER stores lost no time in translating the season’s 
interest in historical motion pictures into shoe styles, and then 
promoting the shoes in striking ads and windows. A corner 
from a recent display in the 34th Street store, New York. 





THE seasons roll round so swiftly—as every mer- 
chant knows who has his Fall stock in the store and 
who must at the same time turn his mind to future 
stocks and a Spring and Summer to be in 1937. 

Labor Day is significant to all merchants every- 
where; but more significant to the man who has a 
store in the community that exists through the Summer 
industry of tourists. All over this country there are 
communities full of life and vigor up to Labor Day 
and dead and desolate the day after—for the cus- 
tomers have gone, in annual migration, back to their 
homes and businesses and schools, leaving the com- 
munity only its memories until another Summer rolls 
around. 

By and large, throughout the country, the “Summer- 
industry-towns” experienced great prosperity this year. 
Shoe stores participated in the bulge of business that 
came through the acceleration of travel by cheap rail- 
road fare, increased automobile ownership—and the 
fortunate public able to take a holiday. Shoe stores 
prospered, but largely due to the fact that they entered 
into the field of selling light foot-wearables wanted 
by children, women and men for Summer wear. The 
pairage was large though the dollar income may have 
been inadequate. 

The leisure division of business is already planning 
the footwear to be worn in the Winter sun belt be- 
tween Palm Beach, Florida, and Palm Springs, Cali- 
fornia. Merchants contemplate, with considerable alarm, 
the trend toward what might be termed “soft footwear” 
in low heels and no heel sandals, alpargatas and 
beach footwear. The sale and wear of these items has 
increased so much this year that the outlook is not 
so encouraging for regular shoes, wearable during 
the Summer months. And yet what the public wants 
it wants, and will have, and if shoe stores don’t vend 
them, other stores will, They will be made up in every 
sort of material, with or without leather, and represent 
a form of foot covering that has captured the im- 
agination of the public. 

But be.of good hope. All these novelties and gad- 
gets should be looked at as extra pairage. There is 
a newer trend that should be studied in the coming 
weeks. Sloppy undress has gone so far that a change 
is coming in the Summer picture; When everyone 
goes “next to barefoot” then it is no longer “the thing 
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Footwear to Capture Public’s Imagination 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


to do.” The movement back to beautiful shoes will 
shortly make itself known in the shoe stores and shoe 
departments that cater to the public at leisure. To 
create and design new and beautiful things that rep- 
resent dress-up “under the sun” is the way to solve 
the problem of future Summer sales. 

Unless something of this sort is done, the majority 
of regular shoe stores will find themselves out of the 
picture of selling regular shoes to the public one- 
quarter of the year. Then we will see the reverse of 
the Summer industry problem that merchants live 
under who have their establishments in resort centers. 
We will have a condition where the business of nine 
months of the year, in regular cities and towns, must 
cover the expenses of that business through the twelve 
months of the year. If this should come to pass, the 
regular merchant in the regular town must reduce his 
income-getting-period still further by the absence of 
profits during the clearance months, and eventually 
depend for his livelihood and capital return on 
approximately six months of good business an- 
nually. 

Such a thing is preposterous under any scheme of 
intelligent salesmanship. So the problem now is to 
think in terms of Summer, 1937—as to the feasibility 
of encouraging true fashions in footwear that have a 
Summer appeal. Footwear must be something other 
than footgear in name only. 

Several years ago a merchant discovered an adver- 
tising theme based on the words “dual personality,” 
indicating, as it were, that the feminine customers who 
work in the home or in business had necessitous shoes 
for those vocations, but that they also lived what 
might be termed “glamorous apparel lives,” particu- 
larly young ladies who enjoy dress and footwear ex- 
travagant in color and design for wear to parties, 
dances, etc. The American public can be sold the 
romance appeal of apparel for most everyone, every- 
where, has a “dual personality” when it comes to dress 
and life itself. The movies have gone a far distance 
in encouraging mental excursions into hopes and 

[TURN TO PAGE 37, PLEASE] 
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&é 
THE NEW 


BLIND NAIL 


oted, Baa ao ton aired, | 


IS fine new 
: heel is the 
handsomest, most 


comfortable, longest-wearing heel yet 
designed. 


ALL RUBBER 


It is even more than that! 


By virtue of its smooth, part-of-the- 
shoe appearance it is an added sales 
appeal for the finest shoes. By virtue 
of its name —“the greatest name in 
rubber’ — it gives people extra evidence 
of value. 


The manufacturer who pays the pre- 
mium price of this heel does so for a 
very good reason — he knows this heel 
helps his retailers sell. 


SELLING! 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 





When writing advertisers please mention Boot and Shoe Recorder 
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“THE NEXT STEP FORWARD IN RETAILING” 
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When the goring hurts the instep it is usually because the gore ends with an abrupt bump 
right on the instep bone. This is relieved by extending the under piece of elastic so it does 
not end on the bone, as in illustration at the right. 


Throat Trouble... 


THEY laughed when I said I had a new and better 
way of easing up opera pumps that are too tight at 
the throat. But, even as in the ad—I showed ’em! 

The pre-war method was to slit the throat (of the 
pump, not the customer), sew a stay across and top 
it all off with a cutish bow. Later we learned how to 
cut the vamp down and rebind it, still a good way, 
but plenty hard to do nicely. And we all know that 
stretching and rolling out the throat does some good 
—sometimes. 

The slickest trick, though, is to rip the quarter 
lining, not around the throat, but back along the 
top of the quarter. Then sew it up again. But as 
you resew it, hold it at a tension. The distance you 
rip it and the degree of tension exerted depend on 
the amount of relief needed at the throat. 

By this method the front-to-back measurement of 
the pump is increased slightly and results in the de- 
sired easing at the throat. The facts are that the 
top of an opera pump, being bound, is practically 
unstretchable. But when its stitching is ripped it can 
then be stretched and resewed in its lengthened posi- 
tion. Try it, brother, and be convinced. 

Goring hurts the instep. (Manufacturers please read 


carefully.) Whenever front gore pumps are in style 
we retailers always have no end of grief with the 
goring hurting the instep. The common remedy is 
to put in a longer piece of elastic. But this usually 
disturbs the fitting of the shoe. Besides, it is all wrong 
to start with. 

Why do gores hurt? Not because of tightness, but 
because the inside end of the gore almost always 
comes to an end exactly on the tender and bony bump 
on the instep (no technical terms, please). And 
usually the goring is doubled, too. Consequently there 
is an abrupt bump in the shoe that ‘hits precisely the 
wrong spot on the foot. Bump hits bump! That’s 
the trouble. The tightness of the elastic has nothing 
to do with it. 

To understand what I mean, please do this. Take 
any gore pump and pinch between your thumb and 
forefinger the spot where the elastic ends. What a 
bump! No wonder it hurts! But it never hurts at 
the outside end, only at the inside. 

The remedy is simple. I have used it on dozens 
and dozens of cases, always successfully. Take out 
the manufacturer’s elastic and put in a piece almost 

[TURN TO PAGE 45, PLEASE] 
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Orders pour in...reorders follow...The 
Star Brand shoemakers score another 
sales success with the Heel Latch feature! 
It’s so simple all women understand 
...-it’s so effective, one step convinces. 
Every woman, conservative or fastidious, 
is a prospect. Both matronly and novelty - 
patterns in more than 40 styles are fea- 
tured to retail at $5. Be the first in your 
community to promote shoes having 
the Heel Latch feature ... wire, write 
or phone for a representative! 











Therer’saStar Brand 
shoe to fill every 
demand profitably! 


STAR BRANDS A 
pits t/ 




















ROBERTS, JOHNSON & RAND sicc‘c!'sttotis, 
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EBUILDING a shoe stock which will please a sales 
force is very simple. All there is to it is to have 
styles which will bring in the customers, then have 
sizes which will fit them. 

Most shoe stocks are bought on the basis of what 
the buyer thinks will please the customer. The sales- 
men are not considered “There is the stock, take it 
or leave it” is a prevalent buyer’s attitude. 

Stocks which do not please a sales organization may 
have plenty of colors, materials, lasts and patterns 
but if the size problem has not been solved, the man 
has a tough selling job cut out for him. A stock 
bought to please a sales force is bound to please a 
customer and make money for the house. Shoe sales- 
men are just like the most of us, in that they do not 
like to ‘work unnecessarily in selling their trade. To 
some, if they are provided with what they really like, 
selling becomes more of a pleasure and not a task. 

When a man can fit a customer successfully, he has 
a greater chance of making his sale stick. More sales 
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A SHOE STOCK 
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are lost because of the lack of a size than because of 
the lack of a certain pattern, material or last. 

Perhaps because most of my years in shoe store 
work has been on the fitting stool, while only in the past 
five years have I held my present executive position 
is the reason I am always trying to answer this ques- 
tion “What can a buyer do to provide an ideal stock 
for his boys?” 

All good buyers are well versed on materials, colors 
and types of shoes which will be salable in his stock 
for any coming season. One thing which throws so 
many shoe stocks out of line as far as the salesmen 
see it, is the desire on the part of the buyer to cover 
too many style and price ranges. In so doing, they 
completely forget the one thing around which the 
store is best known by its patrons. 

So, to my way of reasoning, the first thing a buyer 
must consider is the basic stock. In our case this 
is our plain pumps. Other stores with a different 
trade will have an entirely different basic stock, but 
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To Please The Sales Foree 


here we cater to the woman of moderate means who 
is a consistent wearer of pumps. 

Long ago we found out that when a salesman has 
a complete stock of pumps to fall back on, one which 
he knows contains all sizes and colors, he will take 
chances in showing and selling other things, knowing 
he can always go back to his pumps as a last resort. 

A salesman wants a well balanced stock, and so that 
he may arrive at just what may be considered a well 
balanced stock, we do considerable advance planning 
and work sheet detailing. A good starting point is 
to break the stock down into its several parts. Two 
major divisions in heels, those above 17/8 and those 
16/8 and less, form our first step in arriving at the 
balanced conclusion. 

When all is said and done, there are only five 
major types of patterns, Plain Pumps; Pattern Pumps; 
Gores( One eyelet ties); Straps and Oxfords. The 
next break down is in regard to color, and under 


In MANDEL’S, Los Angeles a master 

chart is used showing each price range, 

pattern, heel height and material. These 

charts contain valuable information gath- 

ered over a period of many years and are 

kept well up to date. All buying is done 
with this chart in view. 


HARRY C. WOLFSON 


HARRY C. WOLFSON, Marndel’s, Los An- 
geles, Telis How This May Be Accomplished 
to the Advantage of Merchant and Clerks 


color, list the materials. There is your work sheet. 
Here one is planned for each retail price group. 
Certain shoes sell much better in certain price groups 
than in others, so looking at just the work sheet of 
any one price division does not give an accurate 
picture of the stock as a whole. 

A buyer must have a starting point since he 
must know how many shoes he will sell for a given 
period. He must accurately judge as well the per- 
centages to buy in high heels, low heels, then on 
down through all the various component parts of 
his work sheet. All this preliminary work is done 
before the sales organization enters the picture. 

Now they are called in to answer the question, 
“Whose shoes shall we buy?” These men know what 
shoes they like to sell best and their likes and dislikes 
are based primarily on the ease of fit and customer 
acceptance of the lines under consideration. Naturally 
if a line has a fine store reputation for being easy 
fitters, the boys know these shoes are always easy 
sellers. That is so obvious that it is a pity most 
buyers lose sight of this, but they can be assured 
their sales force never does. 

Pumps are now up for consideration. These will 
be bought for late fall in patents, russia calf and all 
the suede colors we think will sell. And in all sizes. 
Planning the pump stock is mostly a matter of seeing 
that everything reasonable is covered, on lasts that 
fit perfectly. 

Taking the boys over to the sample rooms is the 
next step. Giving them the privilege of having a 
voice in the selection of the shoes puts some respon- 
sibility on each one of them. It is far better to have 
all their likes and dislikes ironed out at the very 
beginning than to have them crop out during store 
meetings months later. 

When too many styles have been selected, the 
management is faced with the job of weeding them 
down. Consultations with the boys emphasize that 
the store can not have all the styles selected and still 
have sizes on them. This size argument is a big factor 
in the elimination process. 

Sizes, too, come up for consideration. Master size 
charts all worked out on each of the prices, pattern 
and heel height divisions indicate what sizes must be 
bought in order to keep the stock balanced and the 

[TURN TO PAGE 52, PLEASE] 
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*¢TTEN times as many postcards are used today as 
there were five years ago,” reports an observing of 
trends in advertising. 

Nor are they all going to radio sponsors for free 
samples. 

A lot of them ate being used to sell (or try to sell) 
merchandise—including shoes. 

With odds ten-to-one, you have to have good cards 
and play them right if you want to win. 

In bridge, a little deuce of trump will take all three 
aces of the other suits. The same is true of postcards. 
A simple card, that goes to the right place, will take 
the trick, while an expensive card, going to the wrong 
person, will fail. 

The moral is—start your Fall postcard promotion 
program with a careful check-up of your mailing list. 
Then you'll know when and where to play your post- 
cards. 

Before you make your bid for business by post- 
card, figure out the “quick tricks.” If you try to 
make a grand slam on a bluff, you'll be set. And 
that costs money. You can’t play “postcards” just 
for fun. You have to pay the postage—and usually 
the printing. 

Get Your Mailing List Specialized, and Keep It Up 
To Date All The Time. 

The most profitable use for postcards is for special 
messages to specialized mailing lists. Your newspaper 
is still your best medium for your advertising to the 
general public, from the standpoints of both cost and 
coverage. 

Direct mail should go to logical prospects for your 
merchandise—and particularly to those who require 
certain types of footwear that you carry. 
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POSTCARDS 
Are Good Cards 






if you 


play them right 


One would not knowingly send a postcard advertis- 
ing baby shoes to a hard-boiled bachelor. Yet mailing 
mistakes, equally costly if not quite as absurd, are 
made day in and day out by careless merchants. 

Spend less on postage, and more on printing. You'll 
get better results for your investment. Offhand it 
seems to be economy to print up a lot of postcards, 
and send them out hit-or-miss to a big list. Actually, 
the wasted circulation to disinterested people may cost 
more than it is worth. : 

The groups you should have depend upon your 
stock and your trading area. So far as your records 
of your regular customers are concerned, these should 
give the person’s occupation, what sports he likes, and 
so on. Then you can tab the cards of those interested 
in golf, fishing, or any other special shoe required by 
the person’s occupation or sports. 

Lists of nurses, scouts, golfers, and so on can be 
obtained from outside sources. Don’t get a big general 
list—there’s too much waste in it. Instead, build up 
your prospect list for each type of shoe you carry. 

What about style shoes? Even these can have 
specialized lists to a considerable degree. College 
and high school girls have rather definite style 
preferences. So do the other customer types. Just 
remember the simple fact that a certain customer type 
or group buys each type of shoes that you carry— 
whatever they may be, from high styles to orthopedics. 
You can add more customers from prospects within 
any group, but you can’t get new customers from a 
prospect group that wants and wears another type of 
footwear. There may be a few crossovers, but they’re 
so few they cost too much to get. 

After your specialized groups or rather, along with 
your specialized groups, consider customer follow-up. 


- Much of this can be done with postcard, and even 


when a personal letter is used a “postcard special” 
such as hosiery, bags, or slippers, that can easily be 
ordered by mail, can be enclosed. 
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® Do you want to inaugurate the day of a quicker, easier turn- 
over? A line which your present—and_potential—customers 
know will serve them well? You can get it by choosing Douglas 
Shoes of Att-LEaTHER CoNnsTRUCTION. 

In Douglas Shoes you have the tremendous advantage of 
public confidence ... a reputation for style and long wear that 
has taken Douglas sixty years to build. You have shoes that 
are smartly modern in appearance, with authentic styles for 
every occasion. Shoes that your customers will ask for—and 
buy—because they bear a name known favorably throughout 
America. Because they are backed by consistent national 
advertising. Because they retail at tempting prices .. . low, 
fair prices to fit today’s budget . . . $4.00, $5.00 and $6.00. 

There may be an exclusive franchise in your district. Write 
W. L. Douglas Shoe Company, Brockton, Mass. 








DEALERS WHO MAKE DOUGLAS THEIR CHOICE 


AUERBACH. . . oe Salt Lake City 
BON MARCHE ....... +. « « Seattle 
EMPORIUM...... =. San Francisco 
FAMOUS DEPARTMENT STORES . California 
F.&R.LAZURUS ...... . . ». Columbus 
FRANK &SEDER......... =. ~» Detroit 
GIMBELS. ... . . Pittsburgh 
MAY COMPANY. . Baltimore 
THE BOSTON STORE . Milwaukee 
THE LEADER. ..... . =. + + Minneapolis 


1876—Sixty Years of Progress—1936 








@ W.L. DOUGLAS SHOES 


299 Broadway, New York—BROCKTON, MASSACHUSETTS—Lankershim Hotel, Los Angeles 
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DEALERS TELL US 
“YOUR NEW WIDE TOE LAST HAS EVERYTHING” 


























Ordinarily when a last maker proceeds 
to make a wide toe adaptation of a 
medium toed last he shortens the fore- 
part with the result that the wide toe has 
no more actual toe room than the nar- 
rower toe from which it originated. 


In developing this wider toe adaptation 

of our medium toed 365 Free Tread last, ¢ 
we were particular to hold the forepart 

to practically the same length, which 

means that when the fitter has occasion 

to fit the square toed type of foot, this . 
new 380 last gives plenty of room under a 
the tip line, with no pressure at the end 

of the little toe. 


Except for the wider toe, this new Free | 
Tread last No. 380 has the same develop- 
ments as the other Free Treads, with the ) 

__ twisted heel seat that corrects the milder 
cases of pronation. 





It carries a 12/8 heel and is available 
with or without the cookie and wedge. 


STYLE 420—Black glazed kid, steel gray fancy 
stitched, 380 last, 34 counter, 12/8 duco wood 
heel, fibre top. 


_ STOCKED 
4A—4//, to I! - C—4l/, to 10 
3A & AA—6 to || D—4 to 10 
A—5 to II E & 3E—3!/,, to 10 
B—Al/, to Il No EE 


pice $5.75 


STYLE 611X—A similar type pattern, in black 
glazed kid, 380 last, 34 counter, cookie with 
3/16” wedge, 12/8 right and left leather heel, 
fibre top. 


STOCKED 
4A—7 to II D & E—4 to 10 
3A & AA—46 to II EE—4 to 9 
A, B, & C—4 to II 


price $5.75 


FREE TREAD SHOES 


by WILBUR COON 


CHICAGO OFFICE 





NEW YORK OFFICE 


37 CANAL ST. 


506 Security Bldg. 
189 W. Madison St. 


When writing advertisers please mention Boot and Shoe Recorder 


910 Marbridge Bldg. 
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THE WORLD'S 2 BIGGEST CITIES ARE ABOUT EQUAL IN SIZE... 


| STILL 

HAVE YOU 
TOPPED IN 
POPULATION, 
KNICKERBOCKER 





GREATER LONDON 
Population 
8,203,942 





VERY LITTLE, 
JOHN, ILL BE 
BIGGER THAN 
LONDON 
BEFORE LONG 





GREATER NEW YORK 


Population // | 


7,848,065 





but the WORLD'S BIGGEST MAGAZINE 


is double the size of the second biggest! 


HE CIRCULATION of The American Weekly 
has reached an all-time high of 5,858,468 for thesix 
months ending March 31st, 1936, topping the circula- 
tion of the second biggest magazine by two to one! 


In 624 of the nation’s 3,074 counties are ai/ the cities 
of 10,000 or more population. In these 624 counties 
live 68% of all the country’s families; in them are 
made 81% of all retail sales. And in these big-buying 
areas The American Weekly concentrates 87% of 

its sales-multiplying 
circulation! 


Advertising in The 
American Weekly is by 
far the greatest mass- 
selling support that can 
be given retailers of the 
every day necessities and 


THE 


Greatest 
Circulation 
in the World 





NEARLY NEAREST 
COMPETITOR 


6,000,000 
CIRCULATION CIRCULATION 


luxuries of life—the quickest, surest way for retailers 
to faster turnover and greater profits. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 


In 144 more cities, 40 to 50% of the families 
In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 


. .. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


ERICAN 
REKLY 


“*The National Magazine with Local Influence”’ 
Main Office: 959 Eighth Avenue, New York City 
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Speeded Summer Sandal Sales 





BIRMINGHAM, ALA.—This is the 
prow of the SS. Edwards splashing its 
way toward more sandal sales for the 
Edwards Shoe Store, Birmingham, Ala. 
This type display arranged in the en- 


trance way attracted much attention 
and boosted sales materially. 

The Birmingham store is one of 18 
units operated in the South by Sol 
Yudleson of Atlanta. 





A Fable in Shoes 


[CONTINUED FROM PAGE 19] 


“If that’s the easy way,” said the 
shoe merchant, “what’s the hard way?” 

“The hard way,” replied the adver- 
tising manager, “is the panic stricken 
way. If you’re scared to death you'll 
want me to spend my last dollar ad- 
vertising certain lines of shoes not 
because the public wants them, but 
because you don’t. But it’s your 
money I’ll be spending, not mine. And 
speaking of my own money reminds 
me that—.” 

The shoe merchant interrupted. 

“Between the easy way and the 
hard way,” he said, “which is sup- 
posed to be best?” 

The advertising manager steadied 
himself on the arms of the big leather 


chair. “I, I didn’t get you. What’d 
you say?” 
' “I said, ‘which way is the best 
way?’ ” 

“Best?” 

“Yes,” 


“Best for what? Best for your pride 
and reputation as a buyer? Or best 
for your bank account?” 

“I mean best for the business—for 
the bank account.” 

“Sacrificing your egotism as a style 
forecaster?” © 

“T haven’t any.” 

“Wait a minute,” said the advertis- 
ing manager cautiously. “This is 
evidently a historical moment. We 
' mustn’t have even the slightest pos- 
sibility of an error.” He leaned for- 
ward.  “I’l state the case slowly. If 
I get it right you can’ answer with 
one word at the end. One big 
precedent shattering YES for the 





whole works, and you'll go down in 
the book with John Wanamaker and 
Trader Horn.” 

The shoe merchant’s eyes strayed 
to the invoices but he remained silent. 

“Now then,” said the advertising 
manager. “You, a shoe merchant, dis- 
regarding your pride as a style proph- 
et, are willing to acknowledge that 
the public usually wants what it 
wants. On this platform you are 
ready to take the easy way out of a 
merchandising hole by advertising for 
sale as much of this popular mer- 
chandise as you have on the shelves.” 

“Hold it, now! I’m not through,” 
he continued. “The reason you want 
to take the easy way out is that you 
feel that if you can get the customers 
into your store your salesmen will 
have a chance to sell out the slow 
lines as well. You believe that if you 
advertise the hard way—advertise the 
shoes that neither you nor the public 
want very badly—that very few cus- 
tomers will come into your store and 
the salesmen will have little chance at 
all to sell anything good or bad.” 

The shoe merchant opened his mouth 
but the advertising manager jumped 
to his feet and stopped him with a 
wave of the arm. 

“Wait!” said the advertising man- 
ager. “Here it is! This is the real 
test!” He bent over the shoe merchant 
and recited distinctly and slowly. 

“Are you ready to slash the price 
now, at the height of the season, on 
some of these turkeys you’re thinking 
about? Are you ready to give the 
old bank account a boost and forget 
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about protecting your past judgment?” 

The shoe merchant rocked to his 
feet. “I’ll go the whole hog!” he cried 
hoarsely. 

“Then let ‘er go!” shouted the ad- 
, vertising manager in a frenzy of ad- 
miration. “Turn ’er loose!” 

And the shoe merchant responded 
nobly and mightily with such a ring- 
ing, vibrating, thundering “Y E S” 
that it jarred the rhinestones out of 
some ancient cut-steel buckles down 
in the hosiery department three floors 
below. 

As the day waned the advertising 
manager sat in his own office and 
contemplated the. world with glowing 
thoughts. Beneath his heels on the 
-polished plate-glass top of his desk 
lay the wrinkled and forgotten pro- 
posal that he accept a job with a 
competitor at a higher salary. In his 
mind, vague but never-the-less dis- 
tinguishable, loomed the advertising 
schedule for October. In the future, 
tacitly implied, burned the prospect 
of— 

“The more I think of it,” said a 
voice from the doorway, “The more | 
believe—” 

The advertising manager 
over his shoulder. 

“I’m fairly well certain,” said the 
shoe merchant, for it was none other 
than he, “that we should withdraw 
this London tan oxford from the list.” 

The advertising manager took his 
heels off the desk. 

“Don’t you think,” continued the 
shoe merchant, “that we could run say 
a small two columns by six featuring 
this shoe and possibly one or two 
others at regular prices and see if we 
couldn’t close them out?” 

MORAL. A convert is seldom con- 
verted. 


looked 


Black? Yes But Show 
Color to Every Customer 


[CONTINUED FROM PAGE 17] 


better blending qualities to begin with 
and because most of the coat and suit 
reds belong to the same general pur- 
ple-red family. 

All costume matching shoes look 
best in fairly formal ensembles, such 
as the two cocktail types illustrated 
in the photograph. There is something 
essentially dressy about shoes that re- 
peat the costume color. The best- 
dressed woman limits her choice of 
costume-blended shoes to this dressy 
classification. And the smartest sales- 
man promotes matching shoes for this 
category of clothes. 

In New York, we begin to see pro- 
motions of colored shoes taking some 
of the early spotlight away from 
black. Bonwit Teller and I. Miller 


have both promoted “vintage” shades 
in honor of a great wine year in 
France. Both promotions are indicative 
of the urge o nthe part of progressive 
retailers to keep color before the cus- 
tomer. 





rs 
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Famous for Style, famous for Comfort, Air- 
O-Pedics, favorites in the corrective shoe 
field, fulfil predictions for profit. Put them 
in your department now and watch them 
sell, and sell, and sell! 

You can choose your stock from one hun- 
dred new in-stock Air-O-Pedic models in all 
sizes and widths. Patented, scientific welt 
construction, fine leathers and workman- 
ship, and moderate retail prices, beginning 
at $6.50 and up, help you to establish per- 
manent patronage—and to win profits! The 
Air-O-Pedic Shoe Company, Brockton, Mass. 


AIR-O-PEDIC 


“SHOE COMPANY 


BROCKTON, MASSACHUSETTS 


WIN THE PURSE WITH FASTEST SALES! 


NINE REASONS WHY AIR-O-PEDICS 
WILL INCREASE YOUR PROFITS: 


1. Correct fit: Air-O-Pedic lasts allow the ball of the foot to fall in 
its natural position. 

2. Metatarsal arch supported without strain. 

3. Air-O-Pedic Arch: Comfortable because it’s scientifically correct. 

4. Steel shank: Air-O-Pedic’s scientifically designed arch is preserved 
by a steel shank which will withstand a weight of 300 pounds. 


5. Extra ease for cuboid bone: Ample room here perfectly balances 
the weight between the ball and heel-tread, keeping the foot in 
a normal position. 
No slipping; no gapping: Air-O-Pedic Shoes fit securely. No chafing 
and no friction to wear out hosiery. 

. Non-binding vamp and throat line: Gives comfort and relief at an 
important point of pressure. 

. Cushioned heel rest: Air-O-Pedic heel rest —a shock absorber 
at every step. 


Newest styles in all the wanted colors and materials. 


THE AIR-O-PEDIC SHOE CO., Brockton, Mass. 


Gentlemen: I should like to know more about the Fall line 
of Air-O-Pedic Shoes. Will you be so kind as to send your 
new Fall catalog? 





BAdAse. 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 







turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 


Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 
thentic service at all times. 





THE LAST WORD 


UNITED 





UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


f. W. GARDINER CO. KRENTLER BROS. CO, 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


Stewart & potrenco, THE LAST WORD ynitep tastco., tt. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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IF YOU HAVE WHAT IT TAKES TO 


GET AHEAD 


‘ HERE’S AN OPPORTUNITY! 


WY 








The J. C. Penney Company has a number of openings, 
in various sections of the country, for young men 
who are ready and eager to get ahead in the retail 
selling field. We are hiring now with an eye to the 
future of this company, and to the futures of the 
young men we select. 


It is the policy of the J. C. Penney Company to 
build men, and in that way build its own business. 
All of our 1493 stores are managed by men who 
started as salesmen in Penney stores. These men 
had what it takes to get ahead. Do you? 


THESE ARE THE QUALIFICATIONS: 


@ Are you between 22 and 30 years of age? 


@ Are you thoroughly experienced in the retail 
selling of wearing apparel, domestics or shoes ? 


@ Are you in good health and good spirits ? 
@ Do people usually like you, work with you easily ? 
@ Are you willing to work hard at any job? 
@ Are you creative and able tocarry out your ideas? 


IF YOUR ANSWERS ARE “YES.” WRITE! 


Write us aletter giving your background and business experience. 
Address your letter to MR. J. D. KEYES, Room 1712, The 
J.C. Penney Company, Inc., 330 West 34th St., New York City. 


J. C. PENNEY CO., INC. 



























How to Get the Most 
Out of Fall Business 
[CONTINUED FROM PAGE 15] 


from high to low heels and back again, 
as this positively not only causes a se- 
vere strain on cords and nerves, but 
necessitates a change in balance of the 
entire body, all of which is usually 
chalked up as the fault of the shoe. 

In a pamphlet published by our gov- 
ernment on the selection and care of 
shoes, it is stated: “Although the 
fitting of shoes requires experience, 
judgment and attention to details, 
many of the foot ills of today are 
caused by lack of thought on the 
buyers part. We cannot get around 
the fact that five toes need a certain 
space of a certain general shape if 
they are to spread out naturally and 
comfortably. When jammed into shoes 
with pointed, needle-like toes, the feet 
are sure to be cramped, twisted and 
finally deformed. Toes are buckled 
and piled one on another, and bones 
are bent.” 

These facts being known to all ex- 
perienced shoe salesmen, it does not 
seem necessary to take up additional 
time discussing them, and we can ac- 
complish much more by giving con- 
sideration to the seemingly accepted 
plan for promoting the sale of Fall 
merchandise, especially during the 
period from now to about October 15th. 

For men there seems to be very 
little change from what we have been 
doing, except that the summer styles, 
such as Whites, will be replaced by 
more sales of Black shoes, and every 
effort should be made to promote the 
sale of Tan shoes, especially the 
heavier types in grain leathers. 

Quoting from the official report of 
the Men’s Style Committee of the Na- 
tional Shoe Retailers Association it is 
stated as follows: 


“A greater variety of men’s shoes is 
being sold to men this spring than at any 
time during the past 25 years. 

“Volume of men’s shoes is holding up 
particularly well throughout the country. 

“Men will expect a greater variety of 
—_ shoes than have been shown in the 
past.” 


The first two statements are 
absolutely correct. The third one is 
a trend that should be closely watched, 
and can be made an absolute fact if 
we follow the idea of promoting the 
sale of Tans, Blacks will sell them- 
selves, but Tans must be stimulated, 
and certainly can be promoted if you 
study your customers. 

Note what the report states should be 
the minimum wardrobe: 


A. One ir of Black oxfords. (Can bé 
made on innumerable lasts incorporating 
any acceptable pattern.) 

. One pair of Tan or Brown oxfords. 
(Lasts and ttern as above.) 

C. One pair of Black or Midnight Blue 
calf or patent dress oxfords or bow pumps 
for evening wear. (Plain toe.) 

D. Reversed calf or heavy, smooth calf 
oxfords for country wear, either leather or 
rubber soles. Brogue t lasts.) 

E. One pair of ite shoes. 

Also different t s of active sport shoes 
depending on preference of the customer 
Shoes such as used for golf, riding, ski 
boots, skating, squash, and for our country 
we should suggest badminton shoes, house 


[TURN TO PAGE 48, PLEASE] 
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The Editor's Outlook 


[CONTINUED FROM PAGE 22] 


dreams and ambitions to be other than workers and 
drudges. When bored with life, dress up and become 
another person. It can be done, and footwear can help. 

So the new avenue of opportunity is in the direction 
of refreshing shoe store stocks for Summer, 1937, by 
the introduction of more color, more design, more 
interest in beautiful footwear. The same young lady 
who wears no heels during the daytime, may wear ex- 
ceedingly high heels in the afternoon and evening. We 
have learned through the experience of the last five 
years that the human foot adapts itself, particularly 
in the younger ages, to all heights of heels and is 
perhaps better for the daily change. 

The strategy of winning back the Summer market 
will necessitate the alliance of shoe designers, tanners, 
manufacturers—all cooperating with the merchant in 
long-range planning for Summer, ]937. 


Foot Clinic for Children 


RocuHEsTER.—Phelan’s Shoe Store has been con- 
ducting a “foot clinic” for children of school age to 
remind the parents that the beginning of school days is 
the time to note any changes that may have taken place 
in children’s feet since the last previous examination. 

Advice of experts on footwear types best adapted to 
individual cases will be offered with X-ray examina- 
tions. Foot specialists have pointed out that the X-ray 
has proved one of the greatest single developments in 
shoe fitting in recent years. 


Suedes Moving Well 


I. Miller Stores, Inc., located at 41 East Avenue, in 
the fashionable shopping district of Rochester, are very 
gratified at the way their trade is taking to suedes. 
L. E. Goldstein, manager, said: “Black suedes nat- 
urally have precedence, but we are more than pleased 
at the way green suedes, with tan trim, have been mov- 
ing. Fall buying is moving at good momentum and we 
expect each week to be better than the preceding one.” 
D. J. Duffy, assistant manager, attended the Great 


Lakes Exposition, in Cleveland, recently. 


To Open New Store 


Parmelee Shoe Shop is vacating the premises at 86 
East Avenue to open a new store at 54 East Avenue. 
Their present location has been entirely inadequate for 
their rapidly growing business. Men have been busy 
at work for the last month, remodeling and decorating 
their new home and when completed it will be as 
modern and up to date as any shoe store in our city. 
The interior will be finished in three shades of cream, 
with furnishings to match. 

They will feature the Walker T. Dickerson Co. high 
grade line of footwear. The store will operate as 





Moore-Sanderson Shoes, Inc. 
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Pick-up 
Wel U am o}aYelat= 
...and 
We pick-up 
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Shipment 













































.. that is all that need be done to have your 





shipment, large or small — shipped swiftly, 





safely and economically anywhere by Rail- 





way Express. Prompt pick-up by a swift motor 










vehicle, “ hurry-up” service on fast passenger 






trains; and speedy delivery to destination. 





Railway Express’ 57,263 skilled employees 





and 23,000 offices are ready for instant action 








when you pick up your ‘phone. Free insur- 





ance up to $50 covers every shipment and 





additional liability costs only 10 cents per 






$100 valuation. For service or information tele- 






phone the nearest Railway Express Agent. 







RAILWAY EXPRESS 


AGENCY INC. 
NATION-WIDE RAIL-AIR SERVICE 
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THIS WEEK IN THE SHOE TRADE 
SATURDAY, SEPTEMBER 12, 1936 


NATIONAL NEWS 





Bid For Relief Shoe Business 





Buffalo Merchants Offer to Distribute Footwear to Needy for less 
Than ERB Figure 


Burra.o, N. Y.—Under a new set-up 
which the ERB has proposed for the 
distribution of shoes to the welfare 
clients of the city, the total cost of fit- 
ting, billing and warehousing these 
shoes, under ERB auspices, is figured 
at 17 per cent. In view of the fact 
that the matter has not been finally 
settled, nine well-known shoe retailers 
of the city have made a proposition to 
the ERB, to distribute these shoes for 
a total of 12 per cent, of which 10 per 
cent will be remuneration for fitting 
and 2 per cent for billing and ware- 
housing, or a saving of 5 per cent. 


The shoe retailers who have made 
this proposition to the city are Clar- 
ence J. Lanich, Fred Manning, Herman 
Meyer, George Cooke, M. Katzman, 
Edw. Zirnheld, August Smith, Edw. 
Schellerman and Fred Landau. If the 
ERB accepts the offer, it will not only 
mean a saving in dollars and cents but 
will also provide more expert fitting 
from shoe men in different parts of the 
city. Last year, the value of shoes dis- 
tributed to the welfare clients was 
$221,000. All of the nine shoe retailers, 
if the offer is accepted, would be under 
bonds of $5,000 each for faithful per- 


formance of contract. 





Buffalo to Bid for Next 
New York Convention 


BuFFALO, N. Y.—George Kalb, of 
Rochester, general chairman of the 
committee of shoe retailers of that city 
who are arranging the entertainment 
features for the state convention, was 
in Buffalo, Aug. 27, conferring with 
Harry J. Deters, business manager of 
the Buffalo Shoe Retailers Association 
over plans for the visit of Bison shoe- 
men to the Flower City Sept. 28. 

The Hotel Men’s Association and the 
Convention Bureau of Buffalo both are 
making efforts to bring the 1937 con- 
vention of the state association to Buf- 
falo. One of the striking features at 
the stag party on the night of Sept. 28, 
will be a speciai act provided by the 
Buffalo association to arouse enthusi- 
asm for Buffalo as the place for hold- 
‘ing the next convention. 

There will be at least fifty Buffalo 
shoe men who will make the trip to 
Rochester on Sept. 28, in a bus char- 
tered by Business Manager Deters. 
This bus will leave the Hotel Statler, 
Delaware entrance, and proceed out 
Main to Best Street. At 10.15 the bus 
will leave Southampton and Michigan. 
At 10.25 it will leave Schellerman’s 
shoe store, Jefferson and Utica, and at 
10.45 it will leave the Holmes shoe 
store, 3270 Main Street. 

The Buffalo delegation has engaged 
rooms at the Hotel Seneca. The party 
will leave Rochester at midnight. The 
round-trip fare is only $1.60, which in- 
cludes refreshments. 


July Production Rises 


WASHINGTON, D.C.—Shoe production 
during the month of July, 1936, has 
shown a 20.2 per cent increase over the 
preceding month of June and an in- 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


JULY, 1938 
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crease of 8 per cent over July, 1935, 
according to the latest statistics re- 
leased by the Bureau of the Census, 
Department of Commerce. This in- 
crease is a sharp rise over the last two 
or three months, when shoe factories 
were in the slack period of the Summer 
and production steadily declined. 
Total production of boots, shoes and 
slippers, exclusive of rubber, amounted 
to 34,867,859 pairs, an increase of 
5,861,014 pairs over June, 1936, and 


an increase of 2,593,390 pairs over its 
corresponding month last year. 

With the closing of the peak produc- 
tion period for the all-fabric shoes, of 
which the barefoot and beach sandals 
made up the larger portion, a decrease 
of 36.4 per cent was noted in this line. 
Outside of this, smaller production de- 
creases are noted in men’s work shoes, 
boys’ and youths’ lines, misses’ and 
children’s, infants’ and the  part- 
leather, part-fabric shoes. Other than 
these, all lines showed substantial in- 
creases, 

Total production in the period from 
January to July, 1936, inclusive, 
amounted to 225,090,627 pairs, an in- 
crease of 2.3 per cent or 5,092,913 pairs 
over its corresponding period in 1935. 


Newspaper Promotes Shoes 


PITTSBURGH, Pa.—In three full pages 
of advance news, the Pittsburgh Sun- 
Telegraph brought its readers the new 
styles of the Fall and Winter seasons. 
Models wearing the most popular 
makes have been photographed and 
their pictures used to make the stories 
more interesting. Accessories have 
been emphasized, especially hosiery and 
men’s socks. 

It was pointed out that customers 
should know the quality of the shoe 
and how advanced its style is before 
buying it. Many shoe retailers are now 
training their help to sell merchandise 
with more intelligence. 


To Manage Children's Dept. 


ORLANDO, FLA.—Robert E. Gallagher 
will be the new manager of Yowell- 
Drew’s children’s shoe department, it 
is announced by the company. Mr. 
Gallagher, prior to coming to Orlando, 
was manager of the Loraine Children’s 
Bootery in Miama, and of Fairyland, 
in Miami Beach. He has studied pedol- 
ogy and is familiar with the anatomy 
of the feet, 

An X-ray machine will be installed 
as an aid to proper fitting of children’s 
shoes. Miss Mable Dorothy will assist 
Mr. Gallagher. 


Shoe School Resumes 


LYNN, Mass.—The Lynn shoe school 
is registering students for its 20th 
term, which will open Sept. 14 for the 
day classes and Oct. 5 for the evening 
classes. Stephen J. Callahan, formerly 
of Callahan, Morton Co., makers of 
turn shoes, is the new director. 
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Orthopedic Institute in Session 
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Photograph shows shoe merchants who attended session of Orthopedic Institute School, which 
gave a five-day course for retail shoe men of the eastern section of the country, at Roosevelt 
Hotel, New York, August 24-28. 





Northwestern Regional Associa- 
tion To Meet in Sioux City 


MINNEAPOLIS, MINN.—The annual 
meeting of the Northwestern Shoe Re- 
tailers Regional Association will be held 
in Sioux City, Iowa, Jan. 17, 18 and 19 
next. 

Secretary H. S. McIntyre states that 
the association already has over 40 
reservations on file for display space 
at the convention. An exhibit fee of 
$10 will prevail, this being the same as 
1936. 

Membership in the National Shoe 
Travelers Association is necessary. 
Where membership is not held, exhibi- 
tors will be expected to join the Iowa 
Shoe Travelers Association branch of 
the N.S. T. A. 

All requests for display room reser- 
vations should be addressed to H. A. 
Halseth, president, in Sioux City, or 


direct to the manager of the Martin Ho- 
tel, which will be the convention head- 
quarters, 





Oldest Active Shoe Merchant 


to Retire Soon 


WILLIMANTIC, CONN.—Believed to be 
the oldest active shoe retailer in 
America, William N. Potter, 90, has 
announced that he will retire in Sep- 
tember after a business career of more 
than 66 years. Although mentally 
alert and in good health, Mr. Potter 
found it difficult last Winter to walk 
daily from home to store and back 
again through ice and snow, and re- 
cently offered his business for sale. 

Mr. Potter, who observed his 90th 
birthday on April 10, 1936, entered 
the shoe business in partnership with 
Armin Martin on May 1, 1870, Mr. 
Martin died less than a year later 





1936 


and Mr. Potter has since conducted 
the business alone. In recent years he 
has been assisted by his daughter, 
Miss Eudora E. Martin. 

The Potter store has always been 
located in Lincoln Square, but 48 
years ago it was. moved a few doors 
to the present location, 2 Union Street. 
When the business began, Williman- 
tic’s main street was a dirt road with 
hitching posts and most of the city’s 


- present area had not been developed. 


The veteran shoe merchant, dean of 
all Willimantic’s business men, has 
long been active in the fraternal, civic 
and political life of the community. 
He was initiated as a charter member 
of the local Knights of Pythias lodge 
65 years ago and holds the position 
of grand master of the exchequer for 
the K. of P. Grand Lodge of Con- 
necticut, to which he was elected in 
October, 1897. He was treasurer of 
the Willimantic Building & Loan As- 
sociation for 40 years, treasurer of 
the First Baptist church for 50 years 
and a charter member of an Odd 
Fellows’ lodge. A Republican, he 
served six terms on the Board of 
Selectmen, three of them as first 
selectman. 

Mr. Potter says he will “take things 
easy” from. now on. Announcement 
concerning the new ownership of his 
shoe store will be made soon, it is 
understood. 





Florida Expects Increase 


St. PETERSBURG, FLA.—F rank Rabin, 
proprietor of Sally’s Boot Shop, has 
returned from the eastern markets 
where he has been to select his Fall 
stock. Mr. Rabin is looking forward to 
a record season this coming Winter, 
and, in preparation for the expected 
increase in trade, has remodeled his 
bootery which is located at 588 Central 
Avenue. The new show windows are 
of modernistic design, copied from a 
shoe shop on Fifth Avenue, New York. 
The interior has also been remodeled. 
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Childs' Employees Hold Outing 


HOLYOKE, Mass.— Forty-five em- 
ployees of the Thomas S. Childs Shoe 
Store in this city and the W. G. Sim- 
mons Store at Hartford, Conn., gath- 
ered at Camp Keep-Well on Provin Mt. 
near Westfield, Mass., Sept, 2, for an 
outing concluding this Summer’s series 
of Wednesday half-holidays. A pro- 
gram of sports and other entertain- 
ment was enjoyed and a dinner served, 
with Benjamin W. Childs as host. 

The committee in charge included: 
Donald R. Young, chairman; Harry 
Berman and Alfred Boucher. Miss 
Rose O’Connor was in charge of enter- 
tainment. 

The winners in the women’s sport- 
ing events were as follows: Egg and 
spoon race, Miss May Grady; 50-yard 
dash, Miss Madelyn McKenna; ball 
throw, Miss Madelyn McKenna; beano, 
Mrs. Arthur Gingras. 

The winners of the men’s events 
were: Broad jump, Raymond Therrien; 
100-yard dash, Benjamin W. Childs; 
ball throw, Ralph Murphy of Hartford; 
wheel-barrow race, John Fraser of 
Hartford; shoe race, Benjamin W. 
Childs; fat men’s race, L. A. Provost. 

Dinner was served, after which gen- 
eral dancing and community singing 
was enjoyed. Mr. Childs and Theodore 
Guertin entertained with card and 
other slight-of-hand tricks. 


Michigan Merchants to 
Meet in Detroit 


DetroITt—The annual convention of 
the Michigan Retail Shoe Dealers As- 
sociation will be held in Detroit, Jan. 10 
to 12. Clyde K. Taylor, president of 
the organization, said that the largest 
attendance in the history of the or- 
ganization is anticipated. He expects 
that more than 2000 shoe dealers of the 
state will be present. 

Taylor stated that improved business 


conditions and the unusual success of 
this year’s meeting will attract more 
dealers to the 1937 convention than in 
any other year. An elaborate entertain- 
ment program is being arranged, as 
well as business sessions of interest to 
the trade. 


Foot Clinic Successful 


PITTSBURGH, Pa—The Wagner 
Brothers Shoe Company here conducted 
a successful one-day clinic for foot suf- 
ferers. With a representative of Dr. 
William M. Scholl on hand throughout 
the day, dozens of prospective custom- 
ers took advantage of the free service 
and sought remedies for their common 
foot troubles. Many had their feet 
pedographed and the imprints clearly 
explained. 
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New Store in Decatur, Ill. 


DecaTuR, ILL.—Mulhern’s Shoe Shop, 
155 N. Water Street, was opened here 
Aug. 14. The firm deals exclusively in 
women’s footwear and features high 
quality, all leather goods. Special at- 
tention is given to fitting women prop- 
erly and there is a wide selection of 
footwear from which to. choose. 

While the store was being prepared 
and stocked the new firm ran “teaser” 
advertisements in local papers to whet 
interest. The secret was disclosed when 
the firm ran a large two column spread 
and explained that it was entering the 
shoe business. Opening day the store 
was crowded. 

Miss Agnes Mulhern is the owner; 
W. M. Hoover, manager; and L. C. 
Reichart, assistant manager. 





Successful Summer Sale Window 


4 ‘ Me pM Sig, 


* 


This interesting Summer shoe sale window produced splendid results for The 


Kerrison Dry Goods Company of Charleston, S. C. 
Mr. Acton makes it a practice to photograph 


display manager for the store. 


Leon W. Acton is the 


all of his windows with a small camera, using a time exposure, which enables him 
to get very satisfactory results. 
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BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also a complete line of bowling shoes. 
Write for price lst 


ROVICK THEATRICAL SHOE CO. 
Manufacturers 
325 W. Madison St. Chicago, II. 
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LARGEST 


BOOT STOCK 
in America 


Demestic and Imported 
For Immediate Delivery 
Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 












COLT CROMWELL CO. 
hes York City 
524 Santa Fe Bidg. 
Dallas, Texas 


840 So. Los Angeles St. 
Les Angeles, Calif. 
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Returns From Norway 


MINNEAPOLIS, MINN.—C. M. Stendal, 
veteran Minneapolis shoeman, has re- 
cently returned from a trip to his na- 
tive country, Norway. Mr. Stendal 
stated that from his observations, peo- 
ple in the Scandinavian countries have 
a decided advantage over Americans 
in that they do not work as hard or 
fast. 





if 


C. M. STENDAL 


While in the city of Bergen, Mr. 
Stendal visited the house where he was 
born, and the shoe store started by his 


‘ father. It is now operated by a son of 


his father’s former assistant. 
He returned on the “Queen Mary.” 





Army Buys Rubber Pacs 


Boston, Mass.—Bids on the manu- 
facture of 5532 pairs of rubber sport 
pacs and 9000 pairs of rubber-top arc- 
tics-were opened recently at the Boston 
Quartermaster Depot and the follow- 
ing awards made: 

United States Rubber Products Com- 
pany to make 2000 pairs of pacs at 
$2.94 per pair; and 8000 pairs of arc- 
tics at $2.05 per pair; the Hood Rub- 
ber Company to make 3532 pairs of 
pacs at $2.98 a pair; and the Endicott- 
Johnson Corporation to make 1000 
pairs of arctics at $1.99 per pair. 

This footwear, it was announced, 
will be for use by the Civilian Con- 
servation Corps. 


Would Tax House-to-House 
Shoe Salesmen 


BuFFraLo, N. Y.—The first meeting 
of the Fall season of the Buffalo Shoe 
Retailers Association, was scheduled 
for Wednesday evening, Sept. 9, at the 
Hotel Statler. One of the important 
things discussed was a proposed ordi- 
nance to put a license fee of $250.00 
on all foreign concerns who send men 
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Style 553—Tan Elk—Sizes 2 to 8 
Style 554—White Elk—Sizes 2 to 8 
Folded Edge 


Children's quality shoes move quickly 
— if they're the right quality! Mothers 
show no hesitation in buying Elam's. 
And dealers everywhere have shown no 
uncertainty in sponsoring Elam's. They 
know a pea profitable line when 
they see one. 


F. S. ELAM SHOE CO. 





Se ESA EN TP ES ED 








into the city to sell shoes from house- 
to-house on a deposit down basis. 

The bill to license all shoe fitters, 
which is favored by the State Associa- 
tion, as well as the demand made by 
the association for a December 1 dat- 
ing on rubber orders, also came up for 
consideration. 

Buffet lunch and refreshments were 
served. Secretary R. L. Holmes was 
in charge of arrangements. 


Trade 
Literature 


Seven Keys to Selling 


A pretentious promotional portfolio, 
showing seven ways to develop sales 
through Arch Curve fitting, has re- 
cently been issued for the benefit of 
Arch Preserver dealers by the adver- 
tising department of The Selby Shoe 
Company. The portfolio contains sam- 
ples of direct mail material, local 
promotions, customers’ manuals, Arch- 
Curve Fitting Manual, photographic 
illustrations, national advertisements 
and newspaper mat service. “Here, 
in this portfolio,” says the introduc- 
tory message to retailers, “you have 
seven keys to Arch Preserver sales. 
Use them. . . . Make the most of them 
for greater Arch Preserve Profits.” 
Detailed suggestions are given for the 
dealer use of the various kinds of 
promotional material. 
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On the Road With Shoes 


News of Travelers and Associations 


George Allison With D. Myers 
and Sons 


BALTIMORE, Mb. 

—D. Myers & 
Sons, Inc., of Bal- 
timore, announce 

the addition of a 

new salesman — 
George K. Allison 

— to represent 

their line in TIIli- 
eunace x nois and part of 

. Indiana. 

ALLISON Mr. Allison needs 
no introduction to the trade in these 
two states, where besides being well- 
known and well-liked, he has also de- 
veloped a good deal of profitable busi- 
ness, His new address will be West 
Springs, Il. 


J. F. Forsyth Heads 
Shoe Polish Division 


New York—The Gold Dust Corpora- 
tion announced that it has established 
a separate and independent Shoe Polish 
Division to handle the merchandising 
and manufacture of its well known 
brands—2-IN-1, SHINOLA and BIX- 
BY’S Shoe Polishes. 

This important realignment of the 
company’s activity in the shoe polish 
field has been planned to facilitate both 
sales and production and to afford a 
closer and more efficient relationship 
with the trade they serve. 

J. F. Forsyth, formerly sales man- 
ager, is now general manager of the 
Shoe Polish Division. 

General administration offices have 
been set up at Morris and Harding 
Streets, Indianapolis, Ind., and manu- 
facture will be centered principally at 
that point. 


Karl Stephens With Emerson 


Boston, Mass.—Karl C. Stephens, 
well known to the trade because for 
many years he has sold men’s high- 
grade shoes, is now on the territory 
from Boston to Chicago with the Emer- 
son shoes produced by R. P. Hazzard 
Co., Gardiner, Me. 

The line is to be a top notcher, re- 
tailing at $4.00—$5.00. Karl predicts 
that excellent shoemaking, price and 
quality will put the Emerson Shoes 
out in front. 


Freak Fowler Selling Shoes 


BrooKLyN—Frank Fowler, veteran 
of shoes, is representing A. Werman 
& Son of Brooklyn, N. Y., and Sawyer 
Boot & Shoe Co. of Freeport, Maine, 


with all his old time vigor. He is 
genuinely proud of the Werman line 
of stitchdowns and Sawyer’s new ski 
boots, especially. Frank is giving a 


good account of himself throughout 
the Eastern territory. 


Sales Offices Moved 


PITTSBURGH, Pa.—Robert Johnson & 
Rand, of St. Louis, have moved their 
sales headquarters to 312-314 State 
Theatre Building. E. L. Pigman, who 
will be assisted by Dan Kaufman and 
Joseph Rodrian, anticipates that the 
Fall business will be greater than ever. 





Now Occupies Four-Story 
Building 


BALTIMORE, Mp.—Four years ago 
David Abrahams started in a small way 
on one floor. He recently outgrew his 
former location at 1 South Hanover 
Street and is now occupying the entire 
four-story building at 8 South Hanover 
Street, Baltimore. 

David . Abrahams’ success is at- 
tributed to specialization in $3 and $4 
retailers in the women’s novelty field. 
giving merchandise which is a little 
superior to the average. The line is 
concentrated upon a very few factories, 
who produce shoes that are outstand- 
ing in style, snap and values. 
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MAKE LIFE EASY WITH 


PER PAIR 


IN STOCK © 


No. 450—Brown Elk, Soft Cap Toe 
Blucher Oxford. Seven Iron Damproof 
Flexible Sole 10/8 Heel, Unlined—Out- 
side Counter Pocket. 


MAKE LIFE EASY WITH 


NO-SHANK SHGES 


Here is a shoe 
built for a definite 
purpose . . . 
the very active 
woman whose feet 
are relieved of 
stress and st 
by the gentle 
arch - massa: 74 
which results wi 
» thus 
the 
blood 


feet 
and keeping them 
healthy. Please note that when the Lazy 
Bones shoe heel levels to the floor, the ball or 
sole * * of an inch off this level (Fig- 
ure No. 1). 


For the customer 


keep f 

healthy, this Lazy 
Bones shoe will 
please her immense- 


tongue of one piece, 

outside counter pockets. Figure No. 2 shows 
the heel impacting the pavement or floor. 
Here the ball and toes are relaxed. 


Figure No. 3 shows 
the next move for- 


ball carry the 
body’s weight. A 
money maker for 
you, as a feature 


MAKE LIFE EASY WITH 


PER PAIR 
IN STOCK 


No. 456—Brown Elk Ghillie Ankle Tie, 
Seven Iron Damproof Flexible Sole, 10/8 


No. 451—Same as above in White Elk. 
Heel, Unlined—Outside Counter Pocket. 
Regardless of price LAZY BONES are the finest shoes of this type made—outside 
counter pocket, full vamp and ton: all in one piece eliminating all seams that 


gue 
irritate the foot making the inside as smooth as a kitten’s ear. The top-line {s 
reinforced so that the quarter cannot stretch. 


SEVEN STYLES CARRIED IN STOCK 


White, Brown, Mocha and Black Elk, Sizes 5/9 AAAA; 4144/9 AAA; 
4/9 AA-A; 3%/9 B-C—All Priced at $2.50 Per Pair. Write for Cata- 
log and Samples. 


FINE GOODYEAR WELTS EXCLUSIVELY 


THE JUVENILE SHOE CORPORATION 


OF AMERICA 
Central Terminal Bldg., 710 N. 12th Blvd., Saint Louis, Missouri 


NATIONAL SHOE FAIR, JAN. 4, 5, 6, 7, 1937—ROOMS 836-838 PALMER HOUSE, CHICAGO 
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Women's Shoes 








LUMBARD © 


‘ Modern Turn Shoes That Fit 


TURNS 
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Bisee WILL NOT GAP 
Ruby Kid. New “Short Coupled” Lasts 
Cande fe Srvues Send for 

$2.25 NSTOCK catalog 9 
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VAUGHAN TOWLE CO. 


A_ divi of L. B. Evans’ Son Co. 
 whxirigea MASS. 
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Dancing Shoes and Taps 
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Pat. Tap Slippers 
IN STOCK 


828 

ee Oe s 1.480 ™ 
ipa -C 

ALso LOWER GRADES 
SCHWARTZ & HERDER, INC., MFRS. 
70-72 N. 4th St. Philadelphia, Pa. 











TAP 
DANCE 
SHOES 
e 
In 
Stock 
Patent 
‘ineee’ $1.45 : 
qn, Ls Misses’ Sizes 
Misses’ $1.50  A-B-C 2%-8 11492 
ae 
—— Owens SHoE Co. == 


—— 28 Goodhue St., Salem, Mass. ———~ 








Obituary 


S. French Hoge 


FraANKFort, Ky.—S. French Hoge, 
64, president of the Hoge-Montgomery 
Company, manufacturers of women’s 
shoes, died Wednesday, Sept. 2, at a 
hospital in Traverse City, Mich. He 
had been on vacation at his Summer 
camp in Sutton’s Bay, Mich. 

Mr. Hoge was one of the leading 
business men of Frankfort. Aside from 
his presidency of the Hoge-Montgomery 
Company he was president of the Cap- 
ital Trust Company, president of the 
Frankfort Broom Company and a di- 
rector of the Commonwealth Life In- 
surance Company. He was treasurer 
of the Kentucky Progress Commission 
and the first president of the new Cap- 
ital Hotel here. He was also an elder 
in the First Presbyterian Church. 

Mr. Hoge graduated from the Vir- 
ginia Military Institute in 1891. He 
entered the contracting firm of Rosser, 
Coleman and Hoge with which com- 
pany he remained for a number of 
years. In 1905 he assisted in organiz- 
ing the Capital Trust Company of 
which he was the head. He was inter- 
ested in every civic movement for the 
benefit of this city and was well known 
for his numerous charitable works. 

Surviving him are his wife, two sons, 
four daughters, a brother and three 
sisters. 





Jacob Jacobs 
BuFFALo, N. Y.—John I. Jacobs, pro- 


. prietor of the Paris Footwear Co., 604 


Main Street, and his brother David 
Jacobs, a salesman for the firm, have 
returned from Syracuse where they at- 
tended the funeral of their father, 
Jacob Jacobs, 57 years old, who was a 
clothing merchant in that city. 





George E. Williams Dies 


CotumBus, O.—George Edgar Wil- 
liams, 68, for 28 years prior to his 
retirement six years ago, employed as 
traffic manager for the Godman Shoe 
Co., died recently after a short illness, 
leaving his wife and a sister. 





Lamphier Buys Own Store 


PAWTUCKET, R. I.—Frank A. Lam- 
phier, for many years buyer and de- 
partment manager of the shoe de- 
partment of the David Harley Co., 
local department store, has bought 
Cohen’s Shoe Stores, Inc., during the 
reorganization proceedings of the lat- 
ter. The name has been changed to 
Lamphier’s Shoe Shop, Inc., under 
the corporation formed to carry on 
the business. 

The Cohen store was launched by 
Harold Cohen as president and trea- 
surer and Anna C. Cohen as secretary 
and vice-president, and for the past 
few months has been in process of 
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Bowling Shoes 
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MEN’S and WOMEN’S 
BOWLING SHOES 
24 Styles in stock 
$1.60 to $3.10 
Write for folder 
ROVICK 
Theatrical Shoe Co 
Manufacturers 
325 W. Madison St. 
Chicago, 11. 





















Ski Boots 


SAWYFRH'S 
SKI BOOTS 





R. J. Sawyer, inc., 2 Main St., Freeport, Me. 
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Shoe Trees 
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aie as 
SHU*TREES 


LOOK BETTER ¢ FEEL BETTER 








and WEAR BETTER 


These trees slip in or out of the 
shoes in a jiffy. Shoes can be hung 
in the closet off the floor; also 
cleaned without soiling hands or 
stockings. 


EVERETT & BARRON CO. 


Providence, BR. I., Toronto, Canada 








reorganization under the direction of 
the courts. Mr. Cohen is the son of 
Adolph Cohen, this city’s oldest shoe 
retailer, who for many years engaged 
in retailing quality shoes. 

The store is located at 220 Main 
Street, in the midst of the city’s shop- 
ping center. George H. Domengue will 
act as assistant manager. 





Formal Fall Opening Held 


SPOKANE, WASH.—Formal opening 
of I. Miller’s complete Fall line of foot- 
wear was spectacularly staged at 
Schulein’s shoe salon recently. Many 


women attended the new showing, ad- 
miring not only the styling but the 
glamorous Autumn colors, that will ac- 
celerate Autumn sales. 
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1. ScoTT’s PincH PADS 


es ee entree che 


95¢ Dozen Pairs 
$10.50 Gross Pairs 


Z. ©. Adhesive $1.05 Dozen Pairs 
$11.50 Gross Pairs 


SCOTT FOOT APPLIANCE CO. 


This is one cf our newer items which can 
be used without any trimming. A time 
saver and good will builder. Made from 
pure white 100% wool felt, it makes a soft 


cushion between shoe and foot and gives 
real comfort. Comes with adhesive back. 
Designed to fit the tongue. Packed 1 Pair 


in Cellophane Bag. 


Dozen Pair Gross Pair 


Ladies’ size 


GATEWAY BLDG., OMAHA,NEBR. 


Send Your 
Order Today 
Postage Paid 3 Doz. or More 
Write for complete fol- 
der showing full line of 
Scott Foot Appliances. 


INC. 


— 





Throat Trouble 


[CONTINUED FROM PAGE 24] 


an inch longer on the inside end. Let 
this extra inch extend beyond the place 
where it is sewed. There is seldom any 
need to make the shoe looser by length- 
ening the elastic in the opening. Sim- 
ply extend it beyond the sewing. 

If the manufacturer uses a second 
elastic for reinforcement, it can be left 
in place just as it is. The important 
item is to make sure that the elastic 
nearest the foot shall extend far enough 
to the inside so it will not end on the 
instep bone. 

There is no reason in the world why 
manufacturers cannot put their goring 
in that way to begin with. 

Eyelet hurts instep. This is usually 
caused by an exceptionally bony instep 
structure. Sew a piece of felt on the 
tongue, extending it an inch or so be- 
yond the tongue on the inside. 

Crooked tongue. This always looks 
bad and sometimes causes the eyelets 
to hurt. No amount of pulling will 
straighten it. It must be stitched 
straight, so do it without being asked. 

Top of oxford cuts the ankle. Usea 
heel pad. In extreme cases the top of 
the quarter can be cut down—no easy 
job. 


Bump at top of heel. When a cus- 
tomer has developed a bump on the heel 
tendon right where the top of the shoe 
comes, the first remedy to try is a good 
heel pad. If this fails, cut down 
through the binding right at the back, 
then bind it or sew it across so the top 
line does not curve in as much as it did. 

Sometimes the shoe seems to be too 
high in the back, causing it to cut in 
at the top. If a heel pad does not 
remedy the trouble, the top can be 
sliced off a little and rebound in ex- 
treme cases. Two and a half inches is 
the usual outside measurement from 
the heel to the top on a 4B, increasing 
very little as. the size lengthens. 

Short leg. If a customer needs one 
heel raised on account of a short leg, 
put one or more magazines under the 
short leg (both with and without 
shoes). By turning the pages you can 
determine exactly how much should be 
added to one heel or taken from the 
other. The customer may not even re- 
alize his old shoes have not been just 
right. 

Stretching. A volume of “don’ts” 
could be written about stretching. Don’t 
stretch it out of shape. Don’t break 


the vamp. Which brings to mind that 
on a bal oxford there is often a “stay” 
stitched across the two lace stays, hold- 
ing them together. If this stay is 
broken, stitch another in place before 
stretching the vamp, to guard against 
splitting. 

Then some shoe men are just natural- 
born vamp-pounders. When you hear 
Wham-Wham from the back room, you 
just know John or Joe is stretching a 
shoe. Well, John, if you must pound 
the shoe, get yourself a leather-covered 
stick—and don’t lay on it too hard. But 
please don’t use an ordinary hammer 
for your sledge work. You might break 
it. I mean the hammer, of course. The 
shoe will stand anything. 

Then again some shoe men disdain to 
use stretchers at all, claiming they are 
an admission of incorrect fitting, be- 
sides being ruinous to the fibres of the 
leather. I cannot subscribe to that view- 
point. The safe way is to have plenty of 
stretchers on hand, especially in the 
smaller sizes. Which reminds me of 
another trick. If you have dampened 
the lining and want to make extra sure 
it will dry out nice and smooth on the 
top, lay a piece of cardboard over the 
“split” in the center of the stretcher . 
before it goes in the shoe. Tear the 
cardboard from a shoe box in such a 
way that it thins out to a wafer edge. 

(To be continued) 
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Men's Shoes 












ONLY” 
45 U.S.A. 





“HIGHEST GRADE 
EAST WEYMOUTH, MASS 
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Spats 
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SEND FOR 
SAMPLES. 


Guaranteed all wool 
Pressed finish 
SPATS FOR MEN 
opular Priced Lines 


FRANKLIN MANUFACTURING CO., INC. 


FRANKLIN Spat Manufacturers Since 1897 OHIO 


Ballet Slippers 
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BALLET SLIPPERS 
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X-Ray Shoe Fitter 
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PROVE THAT YOUR 








SHOES ARE BUILT RIGHT AND 


HAVE PERFECT F iT q 
This X-Ray Shoo Fitter i 
Pc Sie, 











Adrian X-Ray Shoe Fitter, inc., Milwaukee, Wis. 





Stone Shoe Co. Takes Larger 
Store in Cleveland 


CLEVELAND, O.—The Stone Shoe 
Co., which will move from 314 Euclid 
Avenue to enlarged quarters in the 
Citizens Building, on the same street, 
signed an unusual lease, providing a 
hedge against inflation in its percent- 
age provisions and against deflation 
in a recapture clause. Space covered 
includes a total of 48 feet on Euclid 
Avenue, the entire second floor, ex- 
cepting halls and service quarters, and 
in addition 32 by 75 feet in the~base- 
ment, which will be used for storage. 

The lease is for ten years from 
Nov. 1, 1936, and is at 7 per cent on 
gross receipts, including repairs and 
shoe shines, with a minimum annual 
guaranty of $42,000. The instrument 
provides that if the lessee after the 
fourth year has not paid a minimum 
of $47,000 annual rental and between 
the fifth and tenth years has not paid 
a minimum of $52,000, the lessor may 
demand either making up of the dif- 
ference or cancellation of the lease, 
but the demand is not mandatory, of 
course. Calculations are to be made 
in six-month periods. The lease also 
provides that the Stone Shoe Co., 
which has a second store downtown, 
shall not open any other stores in the 
downtown district. 

According to Mrs. K. L. Pontius, 
president, and J. H. Roberts, general 
manager, the Stone Shoe Co. will 
separate its departments more dis- 
tinctly and will increase its shoe stock 
25 per cent. The company was founded 
as an individual business 73 years ago 
by the late N. O. Stone, and was later 
incorporated, having occupied the 314 
Euclid Avenue quarters for 41 years. 





August Business Better 


HARRISBURG, Pa.—Ernest F. Bar- 
bush, shoe department manager of the 
William B. Schleisner Store, 28 North 
Third Street, reports that business for 
August was $300 greater than last sea- 
son. He is anticipating a good Fall 
season for the business. Partly re- 
sponsible for the increased business 
were the sport welts, specially made up 
to sell for $6.95 and $7.95, a lower- 
priced shoe than is usually handled by 
this store. 


Harrisburg Store Enlarged 


HARRISBURG, PA.—With the expendi- 
ture of approximately $2500 for altera- 
tions, Smith Brothers Shoe Store, 11 
North Third Street, is now ready for 
the Fall season. The store was made 
larger and more comfortable. Several 
modernistic and attractive show cases 
near the cashier’s desk in which are 
displayed hosiery, shoes, pocketbooks 
and gloves, have aroused favorable 
comment. Incidentally, Joseph Smith, 
one of the owners, has returned to 
work after recuperating in Atlantic 
City from an operation. 
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Liquid Wax 





NEW KIND OF SHOE POLISH 


SWAGGER LIQUID SHOE WAX 
REVOLUTIONARY 


Colors that sell as fast as white! 
The first “ year-round-flash” in 
polish. REPEATS . . . PROFITS. 


Send for FREE SAMPLE Today 


Philadelphia, Pa. 











What's New 


Patent on New Shoe Shank 


SAN ANGELO, TEX.—T. R. Newberry, 
a member of the shoe department in 
the Cox-Rushing-Greer Department 
Store, here, has been recently granted 
a patent by the U. S. Patent Office on 
a new type steel shoe shank. This new 
shank incorporates purpose of the ordi- 
nary steel shank with that of the arch 
support. 

Mr. Newberry has not yet decided 
whether a company will be formed to 
make these shanks as he is now con- 
sidering several offers to use the patent 
on a royalty basis. 





Street Ski Boots 


Boston, Mass.—Designers are strug- 
gling with the Street Ski boot, or ski 
style boot for street wear. Their idea 
is a boot with an adjustable top into 
which the woman wearer can tuck the 
legs of snow trousers, now common ap- 
parel when the snow comes down, like 
Uncle Joshua formerly tucked the legs 
of his trousers into the tops of his 
plow boots. 


Patent on Smooth Linings 


Boston, Mass.—B. B. Enos has se- 
cured a patent on a method for lining 
vamps of shoes, the intent of the in- 
vention being to provide a lining that 
will stay smooth for as long as the 
shoe may be worn, neither wrinkling 
nor breaking down. Mr. Enos is of 
D. B. Purbeck & Co., 134 Lincoln 
Street, Boston, dealers in shoe manu- 
facturers’ goods. 








SWAGGER, INC. » 916 PARRISH STREET 
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Min. .alan. wlll, en, ell, 
SELL A FEATURE CUSHION SHOE 
that Builds and Holds Business 




















ELASTIC TOE BOX 
FOUND ONLY 


























NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 





























ae VENTILATED: 
“ace | | ae 
The RIGHT FEATURE cushion shoe which has undergone the 
acid test of several years manufacture will produce REPEAT 
PROFITS for you. Nu-Matics with their patented, scientific, 
“cushion” and “nail-less” features are virtually non-competi- 
tive. Send for our Catalog of Men’s and Women’s Shoes. 


Beware of Imitations. RON SHOE MFG. CO. 
) } 512 W. Florida St., Milwaukee, Wis. 
/. NROTLTE! 


Hu Matic 


CUSHIONED SHOES 


Exclusively Manufactured by Rohn Nu-Matic Shoe Mfg. Co., 512 W. Florida St., Milwaukee, Wis. 








ILLINOIS COLLEGE 


OF CHIROPODY AND FOOT SURGERY 


Students in Famous 
Foot Clinics of 
Chicago. Over 
35,000 foot cases are 
treated annually. 





Chiropody offers an attractive profession to those who follow a business 
career in medical science. This is an uncrowded profession the de- 
mand for which is gaining momentum every year. 

Illinois College of Chiropody and Foot Surgery is now in its Twenty- 
Fifth year as a leading educational institution in this specialized field. 
A three-year course leads to degree of Doctor of Surgical Chiropody. 
This college has wide recognition, scientific equipment, eminent fac- 
ulty of Chiropodists, Physicians, Surgeons, Chemists, and Orthopedists. 
Excellent clinical facilities. 

High School education or the State Department of education equivalent 
required for entrance. For bulletin write the Dean, Dept. 32. 


Illinois College of Chiropody and Foot Surgery 
1327 N. Clark Street Chicago, Illinois 





—y 





Period Influence Seen 
[CONTINUED FROM PAGE 21] 


of a group by Arnold Constable which 
faced on Fifth Avenue and attracted a 
great deal of attention, featuring gray 
in coats, dresses, suits and various ac- 
cessories of the Fall costume. It was 
one of a number of similar promotions 
based on Fall colors or Fall fashion 
trends and used by various Fifth Ave- 
nue stores. 

Even more directly related to the sea- 
son’s style trend in shoes is the window 
used by Wise Shoes in its Fifth Avenue 
store on “Built-Up Leather Heels” for 
town and country and general purpose 
wear. This window showed a large 
group of shoes in various Fall colors 
and materials, having the built-up 
leather heel as a feature in common. It 
shows how an effective promotion can 
be built around some significant fash- 
ion feature, thereby attracting the at- 
tention of thousands of women and 
creating in the minds of many of them 
the desire to add a shoe of that type to 
their wardrobe. 

Many of the early Fall shoe windows 
were devoted to school and college foot- 
wear. Here again the department stores 
and apparel shops tied in footwear with 
their extensive promotions of apparel 
of all sorts for the college set, and the 


girl and boy getting ready for school. 
Promotions of this character undoubt- 
edly tend to accelerate in a marked 
degree the sales of apparel and shoes, 
and the department or apparel store 
has a certain advantage in being able to 
play up shoes in their proper costume 
setting. The individual shoe store need 
not be discouraged, however, by this ap- 
parent advantage on the part of its 
competitors. For it is perfectly pos- 
sible for the individual store to develop 
effective window promotions of the 
same general character if they devote 
an adequate amount of consideration 
and advance planning to this all-impor- 
tant subject. The individual store may 
not have at its disposal the apparel that 
would enable it to show shoes in their 
costume environment, though articles 
of clothing can often be borrowed for 
purposes of window display from neigh- 
boring stores if some acknowledgment 
or credit be given in the window. Even 
without such a costume background, 
clever windows can be devised to show 
shoes for such occasions as school open- 
ings, football games and the various 
Fall holidays and festivities. 

The important essential for every 
store is to lay out a logical, carefully 
considered program of windows and 
window promotions for the season, and 
then to follow through in carrying out 


the program, allowing enough time and 
providing a sufficient appropriation to 
make sure that every window will be 
a real credit to the store and a prac- 
tical contribution to its activities. 

After school opening come Fall 
sports, and already the terms that will 
contend for gridiron honors are limber- 
ing up on practice fields the country 
over. That means it won’t be long be- 
fore the big games will be vying with 
election possibilities as leading topics 
of public interest everywhere. By that 
time you should be ready with a foot- 
ball window, for as the important 
games are fashion events of the first 
magnitude in their respective localities, 
so also do they offer an interesting and 
logical background for the showing of 
all sorts of fashion merchandise, and 
especially for the sort of outdoor types 
of shoes that are suitable for campus 
and sports wear during Autumn. 

And, speaking of election, why not 
have the window built around this ab- 
sorbing theme of popular interest be- 
tween now and the first of November. 
It wouldn’t be the best of policy, of 
course, to make it a vehicle for exploit- 
ing the arguments of any particular 
candidate or party. But the general 
idea can be used by presenting, for ex- 
ample, your store’s platform of style 
or quality. 
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Riding Boots 








ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 





MANFIELD & SONS 


| 1636 Ranstead St., Phila., Pa. 
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Children's Footwear 


SOF 6 


Mond! Zipper Bootee 


Fast Selling - - Profitable! 
for Children and Misses 


No. 781—For Children. Sizes 
4-10. Kid with Patent Leather, 
Wombat, or Electrified Sheep- 
skin Cuffs. Oak Leather Sole 
(very flexible). p corn Red, 
Blue, Brown, or 

No. me for. " uteses. 
Sizes 11- 


2. 
Ne. 881—For Children. Sizes 
4-10. Sheepskin with b 
Collar. Oak Leathe: 
ier flexible). 
~—Same for Misses. 
In-Stock Sines 11-2. 
Samples and prices on request. 
MONDL MFG. CO. 
Oshkosh, Wis. 














How to Get the Most 
Out of Fall Shoe Business 


[CONTINUED FROM PAGE 36] 


and travelling slippers should not be for- 
gotten, and do not forget shoe trees, polish 
and socks. 

The official wardrobe suggestion is 
one that would make a very attractive 
window display. 

The subject of children’s shoes, 
while quite important, does not require 
a great deal of time or space in this 
discussion, but it is fertile ground for 
successful promotion on the part of 
the entire personnel by word of mouth, 
and a continual display with women’s 
shoes, this in addition to occasional 
week-end displays of an entire group. 

The U. S. Department of Agricul- 
ture, in their Farmer’s Bulletin No. 
1253, dealing with leather shoes, selec- 
tion and care, states the following: 

“The responsibility for the fitting of chil- 
dren’s shoes falls upon parents, shoe dealers 
and manufacturers. Very young children, 
of course, can not judge correctly the de- 
sign and fit of their shoes. Older children 
are often willing to sacrifice comfort and 
money for what they consider a fashion- 
able appearance. The young foot and its 
bones are easily twisted and bent out of 
shape by shoes that do not fit. Fortunately, 
during recent years, many manufacturers 
have been making children’s shoes of cor- 
rect design. To be comfortable, safe, dur- 
able and attractive, shoes for every day 
wear must conform to the natural shape of 
the feet and protect them.” 

The promoting and sale of women’s 

shoes, being more complicated, and in 
order that this can be more readily 
understood, there has been prepared 
the following charts to highlight and 
explain the important points. 
. First, bear in mind that shoes are 
considered among the accessories of 
dress, the same as gloves, bags, belts, 
hosiery, etc., and should match or 
harmonize with one, two or three of 
these, or with the fur or trimmings 
on the dress or suit. 

In order to simplify the color ques- 
tion we will refer to CHART A, en- 
titled “Key to Fall Shoe Colors.” You 
will note under heading, “Basic Colors” 
—Black—Brown—Blue and all others; 
then under “Finishes’”—Patent— 
Glazed—Dull or Mat—Suede or Flesh. 
This gives us a fundamental starting 
point. With the exception of Black, 
the various colors and shades are be- 
ing promoted under so many different 
and fancy names that, to the average 
mind, are most confusing, so to avoid 
same, kindly note the colors listed in 
the first column, and in the second 
column is listed the fancy names of 
shades that really belong to the color 
family as named in first column, and 
on CHART B for costume and shoe 
colors only the family name is used. 

Column three of CHART B contains 
the suggestions for hosiery colors, and 
in column four will be found sugges- 
tions for bags, which Miss Nell Hum- 
phrey will be pleased to explain to any 
desiring further knowledge. 


Color Combinations 


Brown with Tan or different Brown. 
Tan with Blue, Green or different 
Tan. . 





BOOT AND SHOE RECORDER, September 12, 1936 





Shoe Dressing 


oo 6 





to 9m io 








A 
SAMPLE TUBE 
of 


SHU-PRIM 
GENUINE GOLD & SILVER 
POLISH 


can save you hundreds of dollars on 
your own stock. Restores shop- 
worn, tarnished shoes to absolutely 
new condition. 
SHU PRIM Gold and Silver Polish 
is now known the world over—used 
by the largest shoe manufacturers. 
FREE SAMPLE with every order for % dozen 
assorted SHU- PRIM 
polishes—includes Suede 
a which do not rub 
for “al mplazed leathers — 
cleaning fluid, ete. Price 
$1.50 per dozen—tretail for 
25 cents. 


Gold and Silver Polish 
-00 per dozen—retail for 





SIGNAL 


CHEMICAL CO. 
791 Tremont St., Boston 




















Black with Blue, Wine, Green, Tan 
or Grey. 

Many other color combinations can 
be worked out. 

It is presumed that each one of us 
has, to some extent, read in news- 
papers or magazines, articles on styles 
and trends, and are more or less 
familiar with the idea of dress colors 
and fashions, and these charts are 
only for the purpose of suggesting as 
to how the shades can be co-ordinated 
in following the trend of Fall styles, 
and fit our merchandise into this 
picture as it now presents itself for 
a period until about October 15th. 





Al Beigel Marries 


St. Louis, Mo.—aAlbert Beigel, first 
president of the Shoe Club of New 
York and capable director of sales 
for Milius Shoe Company of St. Louis, 
and Miss Mildred Fischer, also of 
St. Louis, were married on the 30th 
of August. Al is one of the most 
popular young fellows in the shoe 
trade. He was one of the originators 
and charter members of the Shoe Club 
of New York and was instrumental 
in building an organization that is a 
credit to the shoe industry. 

Mr. and Mrs. Albert Beigel will 
be at home after the 20th of Septem- 
ber at 7550 Byron Place, St. Louis. 





McElwain Company Expands 


MANCHESTER, N. H.—Major Francis 
P. Murphy, general manager of the 
McElwain Shoe Company, opened the 
seventh unit of the company Aug. 24 
in the old No. 12 mill, purchased a 
year ago from the Amoskeag Manu- 
facturing Company. At the start, 150 
will be employed, he said, and about 
200 within a short time. 
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UNITED SHOE MACHINERY on ore om 


appropriate on many Fall 


CORPO R ATION and Winter oxford models. 


They are snappy, too. 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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SALESMAN WANTED 


SALESMAN WANTED 


SALESMAN WANTED 








SALESMAN WANTED 


Personal interview granted to salesman sanereetes in selli 
style men’s shoes retailing from four dollars to 
department. Line is nationally known and featured in Esquire. Salesman must 
have following and work intensively in small territory. Following territories open: 
Ohio, Indiana, Illinois, Iowa, Florida, Georgia and Alabama. 


Address E-936, Care BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


branded line of high 
to six dollars and a half. Good In-Stock 








eral line backed b 


confidential. 


WANTED: 
GENERAL LINE SALESMEN 


St. Louis manufacturer with established business 
needs the services of several good general line 
salesmen with a following. Have complete gen- 
national advertising, many 
exclusive feature lines. 
lished business in any of the following territories, 
here is your opportunity: Mobile, Ala—Roanoke, 
Va.—North Michigan—North Carolina—Balti- 
more—Central Indiana—Detroit—North Ohio— 
Wisconsin—Chicago—North Illinois. 


Give references, line now carrying, and all neces- 
sary information. Correspondence will be held 


Address E-931, Care BOOT & SHOE RECORDER 
1627 Locust Street, St. Louis, Mo. 


If you have an estab- 





LIVE wire salesman wanted Metropolitan New 


York City shoe stores and repair only. 
mes _ or” ful be straight ollccen aly A 


utiona: new eee 
pe polish gm E-932, care & S$ 
oo 239 West 39th Street, New York, 





bg verge od calling on shoe trade to handle 
ast selling and useful shoe novelty accesso 
Liberal commission. Ph coun can be carried in 
vest pocket. Send references and _territo: 
first letter. Address E-934, care Boot & 
es 239 West 39th ‘Street, New Yor 





pS a rr ang Men’s Work and Dress, Women’s 

Novelties—popular-priced grades. Also Ten- 
nis Shoes and Gum Boots. South Carolina, 
Georgia, Alabama and central Kentucky open. 
~~ lines carried now, outline territory regular- 
ly covering, and how a present connection. 
Box 534, rleston, W. Va. 





HELP WANTED 


WANTED, experienced buyer, manager and 
salesman for women’s and children’s shoes in 
popular priced department store. State salary 
and references in first letter. Bergman’s Bon 
Ton, Altoona, Pa. 








WANTED TO PURCHASE 


WANTED—Modern set of Shoe Shelving and 
equipment for high class shoe store. Must be 
very modern and clean. Address E-929, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








BUSINESS OPPORTUNITY 


Oe shoe ob service available to all 

shoe mfrs. and designers, keeps you in touch 

with newest creations. $1.95 weekly. Address 

E917 care Boot & Shoe Recorder, 239 West 
9th Street, New York, N. Y. 











WANTED 
Salesman who lives in Dallas or North Texas to 
carry fastest selling line of popular priced novelties 
on commission basis of 6%, $2.00, $3.00, and 
$4.00 retailers. 
GROVES SHOE COMPANY 


311 West Monroe Street, Chicago, Ill. 











SALESMAN for Washington and Oregon. 
Strong in-stock line of men’s dress shoes in 
$4 and $5 grades. Liberal commission with 
monthly settlements. State all qualifications and 
former connections in first letter. Address E-928, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SALESMAN covering Western Penna., West 
Virginia, ard Ohio with women’s ‘novelt 
footwear. Retailing $2.00 to $4.09. In stoc 
AAA to C. a Only — with 
gee selling record and "eg a Bett 
hoe Co., 58 N. Fourth § » Philade » Pa. 





SALESMEN— Orders on hand outstanding 
chain department stores. Live wires catering 
this trade with — shoes or slippers for men, 
women and dren. All territories. Have un- 
usual opportunity. Secure 
line on commission state line and enumerate 
towns you travel. Address E-930, care Boot & 
gee, Recorder, 239 West 39th Street, New York, 





THIRTY- -FIVE beautiful new ae styles of 
current and advanced trends. SS sya hand 

colored only, yal Write for ag oy yee or 

mail order. E-933, care 

6 ae 239 West 39th Street, New York, 





POSITION WANTED 


SHOE. buyer, manager or assistant. 18 years’ 

experience chain, toe and department 
a Married, age 45 ld enough to have 
matured judgment and valued experience. Young 
enough to have enthusiasm, health and vision. 
Moderate salary. Address E-935, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








address should be counted. 





CLASSIFIED ADVERTISING RATES 


pied rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
(8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 
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Chain Store Efficiency 





JEAN KARAN 


Designer and Creator 
of 


records are made available BRAIDED SANDALS 


to independent retailers in the 


and the originator of the 
fashion of Braided Sandals 


2 
Recorder’s Stock Record System teeta dvebuas to oataat @ 


(either in cards or book form) manufacturer of shoes in 
Samples on Request 


MERCHANT’S SERVICE DEPT. women’s and children’s sandals and in training of operators. 
S09: fie, Grete: Sp., Chiteage, IE. Address: JEAN KARAN, SANDAL MAKER, 


America or Canada, who 

would send him an affidavit to come to either ounttire for 
the purpose of organizing the manufacture of BRAIDED 
SANDALS. Thoroughly experienced in making of men’s, 


Reference: The American Consul at Belgrade 





KNEZ MIHAILOVA UL. 24/1., BELGRADE, YUGOSLAVIA. 














DESK ROOM AVAILABLE 


MERCHANTS’ NEEDS MERCHANTS’ NEEDS 





Dives Room $10.00 or mail $3.00 with ser- 
vice, daylight office near Marbri Bidg., 

th Street, New York. Address E-914, care 
Bie & Shoe ams 239 West 39th Street, 
New York, N. 





WANTED TO BUY 


SHOE. store or shoe pan gg atone with stock 
within a radius of two hundred miles of 
New York City. Address E-922, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








Store Managers Transferred 


YouncGstown, O.—D. K. Weaver has 
been sent to manage Baker’s Shoe 
Store, 180 W. Federal Street, Youngs- 
town, succeeding James Cantrall, who 
has been transferred to Los Angeles, 
Calif. Weaver has managed the Mil- 
waukee, Wis., store for the past 4% 
years, and has spent 13 years in the 
retail shoe business. 


Bennett Shoe Co. Incorporated 


GALION, O.—The Bennett Shoe Com- 
pany has been incorporated by E. G. 
Priess, E. C. Sager, Lawrence Bennett, 
and H. D. Armstrong. 


Detroit To Have New 
Shoe Store for Men 


DETROIT, MicH.—A new downtown 
men’s style store, advertised as “a 
gentleman’s shoe store,” is to be opened 
in a few weeks under the name of 
Grieshammer’s in the United Artists’ 
Theater Building. This is the first shoe 
store, at least for some years, on down- 
town Bagley Avenue, and is being 
watched by local merchants as the pos- 
sible opening of a third exclusive shop- 
ping street, radiating with Woodwurd 
Avenue and Washington Boulevard 
from Grand Circus Park. 

The store will be operated by D. V. 
Grieshammer and his son, R. C. Gries- 
hammer, who now operate the Shoe 
Den at Baumgartner’s, exclusive men’s 
clothing store on Washington Boule- 
vard. The senior partner is also an 
officer of the N. J. Schorn Company. 





PROTECT AND IMPROVE YOUR SALES WITH 
MANOLIS PRODUCTS 
Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 
4246 North Crawford Avenue, Chicago, Illinois 











HOW’S THIS---- 
Bi lil sa BUSINESS OPPORTUNITY 
Modern Business Requires 
. Modern Stimulants 
Wide awake os are installing this remarkable 
inating on 
one Ghteinad team daee Y . YOU CAN HAVE A BUSINESS PRO- 
potential reasons— i oe FESSION OF YOUR OWN and earn big 
: . Somme ier i income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 























No. i—Rel: the feet so as to assure perfect fitti: 

fie. t--Betaaes the fest 50 oe ¢. ausure, pee ng. WANTED TO PURCHASE 

No. 3—Helps to 7 in new shoes—a satisfaction bm 

causes customers to talk about you = their friends, 

ing you the best tind of purely f practically no cast. 

WRITE TODAY F' Pe aht AL 

Seo the RESULTS! Note:—Freig allowed on purchase. | | Buyers of Surplus Stocks 
vIPEDEXx SALES COMPA tf i We will buy tg = or enti itocks of 

6936 Mareoni St. Huntington Park, Calif. from manutacterers.” job roy FH 4 3 of shoes 

QUANTITY NO OBJECT 

















KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 


Ohio Shoe Factory Expands Phone WOrth 2-5377 and 5378 


NELSONVILLE, O.—Work is in prog- 
ress on the construction of a three- UY 
story brick addition to the William Eatiee +, , Surplus Wholesale and Retail 
Brooks Shoe Co. factory at Nelson- Waik-Orer, *Porsheln Bune Jecdehe Vitae 
ville, 0., to be completed within 30 | | tonians, Steteom Red’ Cross, Nusa Bush, ee. 
days. The addition will permit the IRVIN RUBIN 
factory to increase its working staff 60 Meade be Ca, Church 
from 150 to 200, and to increase the Phone Barclay 77887 New York City 
production rate from 1600 to 2100 


pairs a day. 














CASH FOR BRANDED SHOES 
Men’s, Women’s—Factory or Retail 


New Store in Columbus, O. Wanted: Red Cross Florsheim, ‘Arch Preserver, 
Enna Jettick, etc., Nunn-Bush, Bos- 


CoLumsus, O.—‘“Minor’s,” a new tonian, Walk-Over, etc 


shoe store, opened at 14 South Third oe ‘SHOE COMPANY, _ 
Street, in the Lanman building, Co- Teleghence WORTH 2-008, 510! 


lumbus, about September 1. 
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DATES TO REMEMBER 


New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 

Sept. 27, 28, 29, 1936 

Columbus Day....... Monday, Oct. 12, 1936 

Annual Meeting Tanners’ Council of 
America, Palmer House, Chicago, Ill., 

Oct. 14, 15, 1936 

Election Day.......... Tuesday, Nov. 3, 1936 

Spring Style Showing, Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 

Nov. 5, 6, 7, 1936 

Thanksgiving Day... . Thursday, Nov. 26, 1936 

National Shoe Fair, Palmer House, 








Chicago, Ill. ........ Jan. 4, 5, 6, 7, 1937 
Michigan Shoe Retailers Association Con- 
vention, Detroit ........ Jan. 10-12, 1937 


Northwestern Shoe Retailers Regional 
Association Convention, Martin Hotel, 
Sioux City, la............ Jan. 17-19, 1937 







































Planning a Shoe Stock 
[CONTINUED FROM PAGE 27] 


sales force happy. These charts repre- 
sent sales of types and prices of shoes 
over a period of years and are revised 
each six months. Naturally, sizes are 
bought around what we have on the 
shelves. 

Sure selling shoes receive first con- 
sideration. If we are “open to buy” 
a thousand pairs of plain pumps in 
the $6.00 grade, certain shoes such 
as black patent leather and black 
suede are sized to the limit. The next 
best seller is then given its quota 
from the total and so on down the 
line. In no case are sizes “borrowed” 
from the patents or suedes so that 
a number of in-and-outs can receive 
consideration. Second orders are 
placed immediately on heart sizes for 
later delivery. 

Let’s assume the stock has all been 
bought and the new shoes are all 
in the store. It is now most essential 
for us to call the boys together in 
order that we may go over and re- 
view the purchases. This is done to 
refresh the memory of the boys. It 
serves too as a fine way in which to 
memorize the stock. 

It is the boys’ stock from this point 
on. They have had an important 
hand in the buying, they have now an 
even more important job, that of sell- 
ing it. Management also has its full 
share of the responsibilities, for the 
stock must be watched for salability 
and to see that sizes are maintained. 

When such an arrangement has 
been worked out, the sense of im- 
portance felt by the men on the floor 
is truly remarkable. Any good man 
will feel that this is his stock and 
that he is morally responsible to do 
his best to sell it. 





To Open New Store 


SHAWNEE, Wis.—Herman Reinholz, 
Clintonville, Wis., shoe retailer for the 
last 18 years, will open a shoe store on 
South Main Street here about Sept. 15. 
The building to be occupied is being re- 
modeled and renovated. 
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BOOTS AND SHOES 


AIR-O-PEDIC SHOE CO.. Brockton, Mass.... 0.000500. b ool eec ee cce ccc cee. 33 
BROOKS SHOE MFG. CO., Philadelphia, Pa.. NS: ee ie GAR RG oir | 
CLAPP, EDWIN, & SONS, INC., E, Weymouth, Nuh. RENUE SS Dts ee) pene |S 
COLT-CROMWELL CO., New York City................. LG es ale RE ae 
CONNELL, J. M., SHOE CO., S. Braintree, Mass.................................. 42 
COON, W. B., CO., Rochester, N. Y.. Ba aN a pe tis tee ats 
DOUGLAS, W. L. SHOE CO., Brockton, Moss bhi iea eben Ue etechin he cee 
ELAM, F. S., SHOE CO., Rochester, N. Y............... ..... OS OC ptt: scan < 
ENDICOTT-JOHNSON CORP., Endicott, N. Y......0.0.0 00. occ ccc cece cee eee. 2, 3 


GOODRICH, B. F., Footwear Div., Watertown, Mass...... SERS t See ge 
JEAN KARAN, Belgrade, Yugoslavie. . BGR GE, BO CERI eet eee Ol 
JUSTIN, H. J., & SONS, INC., Fort Worth, Ses: ERAN AL ie Lalli, ed | 
JUVENILE SHOE CORP., St. Louis, Mo..................... phates Bosade es 43 
KIRKENDALL BOOT CO., Omaha, Neb. .............. renee Ree eg 
LUMBARD SHOE CO., Auburn, Me... . 2.2... 44 
MANMIVELD Gta Peeutnblo, Pa... 2... eS ea. 
MONG, APG. Gar Comme. Wier... 5 oO wb bee tercraeecsn. 48 
MUSEBECK SHOE CO., Danville, Ill........ 00000 eccccee 5 
NUNN-BUSH SHOE CO.,. Milwaukee, Wis...................... .. .30d Cover 
O'DONNELL SHOE CO., Humboldt, Tenn..................... No eit an 4B 
OWENS SHOE CO,, Salem, Mass................... daly Sp ememey ae 44 
ROBERTS, JOHNSON & RAND, St. Louis, Mo.... 20002 ccc cece eee. 25 
ROHN SHOE MFG. CO., Milwaukee, Wis................... Aaa eee AE eae | 
ROVICK THEATRICAL SHOE CO., Chicago, Ill.. DET PEE ee ue 4 42, 44 
SAWYER, R. J., INC., Freeport, Me.. BFS RS Fes Pd ia acs 
SCHWARTZ & HERDER, INC., Philadelphia, ha. TCE ROPE Em E Re pea oe 
Pee SUE a UMUIUN, WING io iis ais 5 cisidbiecs eli Fed civerds bens ccclb cccsivtsevte. 10 
UNITED STATES RUBBER PRODUCTS, INC., New York City................. Front Cover 
VAUGHAN-TOWLE CO., Wakefield, Mass............. 00 c cece cece ccc uccevucece 44 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston and New York City......... 0.0.0.0 ccc ccc cece ccucecuce ' 
BARBOUR WELTING COMPANY, Brockton, Mass...........00000 ccc ceeeecucee 2nd Cover 
ENGLAND WALTON CO., Boston, Mass..........0.. 0. ccc ccec ccc ceeuececuceccus 4\ 
GOODYEAR TIRE & RUBBER CO., Akron, O......0..0. 000.00 cece cece ccc edeccens 23 
LAWRENCE, A. C., LEATHER CO., Peabody, Mass.............. 0.0 cc cece cee eceee 40 
STORE EQUIPMENT AND ACCESSORIES 
ADRIAN X-RAY SHOE FITTER, INC., Milwaukee, Wis.........................0000. 46 
FRANKLIN MANUFACTURING CO., INC., Franklin, O......0.00.00000 0000 cece eee 46 
MANOLIS MANUFACTURING COMPANY, Chicago, Ill............0000.0.0...0..0... 51 
SCOTT FOOT APPLIANCE CO., Omaha, Neb............0. 00... c cece cece cee eee 45 
RNa SI I a. cv vais boon ve ees Se acd PeeeeO 5! 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
COMPO SHOE MACHINERY CORP., Boston, Mass.......... 00. ccc ccc cccccuevecces 7 
EVERETT & BARRON CO., Providence, R. |e... ccc ccc ccc ee eeeees 44 
SIGNAL CHEMICAL CO., Boston, Mass... 0.0... cece cc ccc ccc ccc ceceuececaceuns 48 
SWAGGER, INC., Philadelphia, Pa.... 2.2.2... ccc ccc cece cece ececeeseceuce 4 
UNITED LAST COMPANY, Boston, Mass..........0.. 00. ccc ccc cec ccc ceuccececccs 34, 35 
UNITED SHOE MACHINERY CORP., Boston, Mass.........0000 0000 cece cece ce uee 38, 49 
MISCELLANEOUS 
AMERICAN WEEKLY, Now York City. 5.4.0. ccce. cc cepe ccc cecneseecectseecse 31 
BARIS SHOE COMPANY, New York City... ......... 0. ce ccc cece eceececccees 51 
HOTEL LINCOLN, New York City... 2... ccc ccc cece cee e ccc cees gob caves 6 
ILLINOIS COLLEGE OF CHIROPODY, Chicago, Ill...............0.0... 00.0. 47 
Sy I I Ns i inc. okie Mig Gis 06a o WS Seb p nlwne breech bee hebb ous 5! 
KIRSCH-BLACHER CO., INC., New York City. ........... 0.0 cc ccc cece cece cence 5! 
PENNEY, J.C. GOL INGi New York City inc. c ci cicgs ccc cece reeeeceters 36 
RAILWAY EXPRESS AGENCY, INC............... 6c ccc cece ec aes 37 
SHOE FASHION GUILD OF AMERICA.................................. Back Cover 
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HISSATISEACTION 


REFUNDS - LOSSES 


Camnat Happen with Kati-sten-iks DEANL ESS Back 


NO SEAMS INSIDE 


Bulb Shaped Seamless Quarter 
U. S. Patent No. 1,885,598 


KEEP COOD FEET HEALTHY 





NO SEAMS OUTSIDE 


The Kali-sten-iks Seamless Back Is Our Patented 
Feature First Advertised By Us in the Year 1931 


Al Gilbert, founder of The 
Gilbert Shoe Co., improved the art of 
shoemaking when he worked out the 
technique of correctly shaping a one- 
piece quarter for accurate fitting around 
the heel, and recognized as such by the 
award of U.S. Patent No. 1,885,598. 
This seamless back is quickly appre- 
ciated by mothers of vigorous young- 


sters, being one less item of repair, 
neater and better fitting, and longer 
wear service. For the merchant jealous 
of his patrons’ good will, this feature 
aids him in grading up, for this and 
other exclusive Gilbert features make 
Kali-sten-iks shoes a capital asset for 
the nation’s leading stores. 


THE GILBERT SHOE cO., THIENSVILLE, WISCONSIN © 


New York: 541 Marbridge Bldg. 


Los Angeles: Hayward Hotel 


Woh OX, Noatse November 28, 1868 at the Post’ Ofiee in" Pailsdelphia under’ Act of 


Pm (Ine.), Chestnut and 56th Sts., Philadelphia, Pa. Entered 
8 00 per yea in 


» 1879. BSubseription price $3 year. Printed 





U. 8. A. 





THE “POLLY” 
(Patent Design 99260) 
by Bancroft Walker 
in Colonial Black Patent 





UC 


There’s a recognized leader in every field. 
In black patent leathers, it’s Colonial. This 


superb tannage begins where other black pat- 











ents leave off — in its flawless, mirror-like 
brilliance, in its uniformly fine grain, in the 


renowned permanence of its finish. Bancroft 


Walker, in the pattern for “The Polly”, had 











BLO 


a hit in the making. They selected Colonial 
—the blue blood of black patents——to put 








it over. And the results were very profitable 
for all concerned. They always are when a 
good pattern and good workmanship are 


given the distinct selling advantage of genu- 


ine Colonial Black Patent. 


Colonial Tanning Company, Boston, Massachusetts 


co@bliat 


" Black Fatent 
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SPAULDING 


Count ers 


“Made in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS $0 MUCH ...AND COSTS $O LITTLE 
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9—Men's Black Elk Blucher, nailed, grain 
insole, oak middlesole, Paracord outsole, 
rubber heel. Sizes 6/I4.......... $1.50 
8—Same in Tan Elk. 

95—Men's Black Boarded Split Blucher, 
nailed, leather middlesole, composition 
outsole, rubber hee!. Sizes 6/11. $1.27 
220—Men's Heavy Brown Elk Blucher, 
nailed, full vamp, leather middlesole. 
Paracord outsole, rubber heel, all leather. 
Sree BPS sind haceccevs ranean $1.90 
206—Men's Black Elk Blucher, nailed, 
grain inner, composition sole and tap rub- 
ber heel, iron heel rim. Sizes 6/12. .$1.60 
203—Same in Cherry Elk. 


















34—Boys’ Black Elk Blucher, nailed, grain 
insole, oak middlesole, no-mark outsole, 


rubber heel. Sizes 1/6.......... $1.47! 
3444—Same in Little Gents. Sizes 9/13!/2. 
$1.35 


405—Boys’ Black Elk Blucher, nailed, grain 
insole, composition sole and tap, leather 
heel, iron heel rim. Sizes 1/6... .$1.47!/ 
405'4—Same in Little Gents. Sizes 
UPI INS on oid ec ee bomen cack $1.35 
104—Men's Black Elk Blucher, nailed, 34 


double oak sole, leather heel, grain insole. 
GEE IAD soko Savin eee cataes ca $1.75 


129—Same in Tan Elk. 
1088—Men's Tan Elk Blucher, Welt, Caulk 


Welt, double oak sole, leather heel. Sizes 
ot GIRS SE STS COPEL aren ee $2.20 


1081—Same in Black Elk, Rubber Heel. 
EY ay ete pant rn ple ePaper 





INDUSTRY | neans 


ENDICOTT- JOHNSON WORK SHOES 


MILLS, MINES, MACHINES—going full blast! 
And everywhere there's action, youll find 
Endicott-Johnson work shoes. 


For these work shoes are built to take long, hard 
wear. Workers in all industries, from farms to 
factories, from tunnels to skyscrapers—know 
that Endicott-Johnson’s will serve them comfort- 
ably for many seasons. 


And no wonder! Good leathers, and better shoe 
building plus a real understanding of the 
wearer's needs—has made these work shoes a 
desirable line. For that extra business and those 
extra sales, sell this line of extra well-built work 
shoes. They're all in-stock. 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 


Experienced manufacturers and retailers 


know the importance of strength and rigid- 
, ity in shank construction and wood heel 
attaching. 
N Based upon sound shoemaking principles, 
A Unishank and GM Wood Heel Screw 
§ < Attaching combine to promote security to 


N the finished shoe. These thoroughly tested 


methods add strength, increased durability, 


and comfort to the shoe throughout its life. 
UNITED SHOE MACHINERY CORPORATION 
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Beauty .-.and youth! Such perfect shoes as 
COMPO WELDED WELTS find a joyful acceptance by 
women who want light, trim, flexible shoes .. . 
who want beauty in footwear... and a youthful 
stride. These shoes fit more snugly in the arch 
than any shoes ever made. Millions of women, 
thankful for their comfort, are now wearing them 
and keeping in stride with fashion. Compo Shoe 
Machinery Corporation, Boston, Massachusetts. 


Mere COMPO SHOES are being made every season. 
August was the biggest month in COMPO history. M D 


WELDED WELTS 


When writing advertisers please mention Boot and Shoe Recorder 
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ov* For Every Purse 


IKE the “magic-soled” Air Step and the famous Buster Brown shoes, our 
Brownbilt Tread Straight Shoes for women are in stock ready for immedi- 
ate delivery. 

They are “naturals” for women in business—for women who are on their feet 
much of the day. They are conservatively styled—not corrective shoes—real 
health shoes designed to keep normal feet normal. The famous Tread Straight 
principle of construction provides a sprung-up insole that fits firmly up under the 
arch. The steel shank is placed along the outer side of the sole where the 
greatest weight comes—assuring adequate support. A visible longitudinal arch 
pad is built in. 


Six “selling aces” in Women’s Tread Straights... 
just a few of our fast IN STOCK line 
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and Every Purpose 


These are selling points that can be understood and appreciated by women who 
want all-day comfort and must maintain a conservatively stylish appearance. 
They are your “trump cards.” 


Two methods of construction are used—Goodyear Welt and Cement Welt. 
The latter form of construction is used for dressier patterns. 


Brownbilt Tread Straight shoes have a definite and important place in the 
profit columns of your business. Because they are IN STOCK you can keep 
your own stock complete without anticipating your needs too far in advance. 


It’s a habit at Brown 
Shoe to fill mail orders 


promptly! 














Tie 
Kid GypsY : 
6-621—Browe to 9 § “ 
3 4—Brown Kid 5 Eye Tie 
to C_3 to 9 
3 Combination Loss $3.15 
Al 6-623__1, Black 3. 00 


Wes SuoeGowgeny ay 
Manufacturers, St. Louis 
When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, September 19, 1936 


Hood Products Have Outstanding Features 
aToh mus ol @-mm (oltls 


SELLING EASIER 


in HOOD 
CANVAS SHOES 


BATAN 
Here are four ye ra ape features, found in Hood 4. Posture Foundation (patented), which gives the 


Canvas Shoes, which are helping Hood dealers to roper support to the bones and exten of the 
build substantial sales and profits: 8 and provides “insurance against flat feet!” 


1. The Green Hygeen Insole, which prevents ex- | Another most important selling point is the quality 
cessive perspiration odor. Hood builds into every product in its line. This 


2. Ventilated U; at , which keep th assures you of customer satisfaction—and the 
feet je ae a a) Sc tine the profitable, continued patronage that goes with it. 


3. Xtrulock Molded Construction (patented), which © HOOD RUBBER COMPANY, Inc., Watertown, Mass. 
— and stitches, be org Br pe - Bescoobes sc Adem. Ga.; Etince, Mas H Boston, Minees 
wear. In fact, by actual test, X ° icago, I ncinnati, O.; Cleveland, O.; Dallas, Tex.; 
canvas shoes outwear from 2 to 7 pairs of the por oti TW Col.; =m sh Mich.; cane at veck ke cP 
cheapest canvas footwear. An economy point Guitacietic, Perse Pas St. Le "Mos Sa Salt Lake City, Utah; 
unequalled! San Francisco, Calif.; Seattle, W Syracuse, N.Y. 
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e for water-resisting performance 
e for excellent quality 

e for fine wear and fine looks 

e for its beautiful shine and break 


CRESCO CALE 


For more than 20 years we have 
sold CRESCO CALF to the manufac- 
turers of men’s shoes. It has been 
tried and approved as the one calf 
leather that fulfills every claim 
made for it. Witness the fact that 
leading manufacturers are cutting it 
in increasing quantities every year. 


CRESCO CALF is made also in light weights for women’s shoes. 


CREESE & COOK COMPANY 


95 SOUTH STREET, BOSTON 
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‘pain 


W. GARDINER COMPANY - 





ts LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 






turers have proved to their own satisfaction that 






Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 







Because of its constant affiliation with New York and 






Chicago style centers, T. W. Gardiner Company is 





able to give the Shoe Trade of New England au- 





thentic service at all times. 






THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL /S SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 

f. W. GARDINER CO. KRENTLER BROS. CO, 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

Stewart & potrenco, THE LAST WORD ynitep tastco., tro. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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In Stock: rue saxon: s-611, in black grain; S-613 in brown 


For 44, Years FLorsHEm Has Given 
“the Extra Wear of a Second Pair’ 


As the new season opens, we wish to record our unchanging belief in the ultimate 
economy of quality. Though Florsheim has built the largest fine shoe business in 
the world we shall never grow so big that we forget our success has been built 
upon the satisfaction of each individual customer—upon giving more that our 
wearers may receive more. For nearly fifty Falls Florsheim has made shoes so 
fine from the standpoint of materials and workmanship that today Florsheim 
quality is taken for granted—the direct result of building into Florsheim shoes, 
year after year, “the extra wear of a second pair.” We pledge ourselves to the 
continued maintenance of our standards that men may wear Florsheims confident 
in the knowledge that Florsheim quality is the soundest shoe economy and to con- 
tinue to pass on to the public the savings made possible by our huge production. 


TO RETAIL AT $975 4NP $1 () 
THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY e Manufacturers e CHICAGO 








